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a 7 HE attention being given the subject of 3€ 
a public relations (as it concerns the entire A. 
. industry) and which hit a new peak by having i 
* practically an entire session of the recent na- sq 
tional conveniion in Philadelphia devoted to re 
cae” it, is indicative of the seriousness with which ar 
the bottlers of the nation regard this two- ee 
sided problem. One side of the coin presents be 
a picture of the “bad press” the industry has oj 
been getting from the unfounded and often ar 
malicious anti-soft drink propaganda foisted be 

upon an unsuspecting public by organiza- 
tions and groups with a private ax to grind. . 
In just one year over 200 The other side involves the industry’s need to ne 
- bottlers, brewers and engage in a counter offensive, which again R 
=z glass companies have is a two part program: first to beat back these é 
bought the Bottle Master attacks by refuting the allegations and prov- be 
== Carton Opener and ing them untrue and unwarranted, secondly, 2 
=£ proved that it cuts costs to positively stress the attributes of bottled a 
and improves inspection. soft drinks which have made them America’s be 
Ask for the name of the favorite refreshments. The tempo of the bat- g] 
user nearest you. tle is obviously quickening; it is no surprise ti 
to see bottlers, through their state associa- 
tions and the national, give better and more i 
substantial support to their side of the fight. o1 
However, the effort is yet too disjointed for el 
real effectiveness. Some time next Spring, the T 
officers of the 140-odd State associations will E 
meet in Washington, and the occasion could 
serve no better cause than to evolve a uniform C 
plan of action, amalgamate the several dis- ti 
connected progranis now going on, and put 0! 
Improves Inspection—The Bottle Master Carton our industry’s public relations program on fc 
Opener lets the inspector concentrate on checking the plane where it will show the desired et 
for cartons needing replacement, broken glass and sansa n 
other foreign matter. ms ti 
Saves Time—Cartons flow as needed, either con- . 
tinuous or stop-and-go. Machine sets up closed-end, ; The possibilities of new problems for the soft a 
lock-bottom cartons of any size or make. At top Yes! There is a Model drink bottler are appearing in a completely un- - 





: ; . - carton. 
speed, on continuous flow, machine sets up cartons for the 12-bottle suspected area stack lt tae Teed tea Se ie 
faster than 2 or more men can put them in cases. . i : 
ae On 2 OF 1 hgpeaplans —— past four or five years, manufacturers of re- 
Releases manpower for more productive use. wes 
frigerators have made tremendous improvements 
Saves Space—Occupies less floor space than one 


ee in their products, not only ir 
man setting up cartons manually. Machine is port- ATLANTA PAPER COMPANY bee oe oe ee 


able, rolls on casters, plugs in anywhere Atlanta 2, Georgia and operating efficiency, but in their usefulness 
, c . 5 < : . 


appearance, size 


; , ; as well. We have refrigerators with doors which 
Saves Cartons—Cartons look better, make more Austin e Boston e Chicago e Denver e Indianapolis e Los Angeles 
New York e Richmond e St. Louis e St. Paul e Salt Lake City 


In Canada: Packagemaster Ltd. Toronto 





round trips, because carton-mutilation is mini- 


mized. Cartons never touch the floor. (Continued on inside Back Cover) 
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Beverage Business Highlights 


DECEMBER, 1954 


Late News Developments 








National Convention Second Largest; 


Joe Nerney New A. B. C. B. President 


John S. Fine and Leonard Green, 
president of Dr. Pepper Co., Dallas, 
Texas. 


PHILADELPHIA, Pa.—An attend- 
ance of nearly 10,000 made the 
36th national convention of 
A.B.C.B. the second largest in that 
organization’s history. The Expo- 
sition, occupying over 90,000 
square feet of space, was also a 
record-breaker, with 214 exhibits 
and 3,000 supplymen on hand to} 
talk to bottlers about their wares 
and services. A large amount of 
buying was recorded, reflecting the 
optimism prevelant among bottlers 
and their better financial position 
because of adequate prices. 

Joseph F. Nerney, Attleboro, 
Mass., vice-president for the last 
two years, was chosen president, 
succeeding E. Robt. Anderson, of 
Rochester, N. Y. The association 
passed a resolution denouncing la- 
beling and advertising by some 
“still” drinks which imply that 
carbonation undesirable. An- 
other recommended consideration 
be given to some kind of a pro- 
gram counteracting derogatory na- 
tional campaigns by other indus- 
tries. 

One of the convention 
was devoted to a pro and con forum 
on packaging developments, gen-| Dattas, Texas—Part Two of its 
erated by the advent of the can.| comprehensive test of containers 
The spokesman for the can people, | will be launched in Dallas and Fort 
E. K. Walsh, American Can Co.,| Worth, Leonard Green, president 
declared “it is here to stay”; R. a 
L. Cheney, representing the Glass) Penn, Dietetic Drink 
Container Manufacturers Associa- Case Up In January 
tion, declared the characteristics p . a 
of the glass bottle made it possible HILADELPHIA, Pa.—The appeal 
for bottlers to employ a proved, of the Commonwealth from the de- 
economical package and there was | ©!S!0" of the Dauphin County 

the Cott Beverage case 


no need for a change in this direc- | Court in ; 
tom | was argued in the Supreme Court 
ae _ | in Philadelphia during November. 
Other speakers on the program} ,,, ager 7 os 

: eee oe |The Dauphin County Court held 
included Pennsylvania’s Governor | ; . a 
| that the Pennsylvania law prohibit- 
ing the use of sucaryl in beverages 

was unconstitutional. 


in several talks and reports. 


in Miami, Fla., Nov. 14-17. 





1S 


HISTORIC MOMENT 


The instant which marked the 


the tape across the doors as the 


session 





IT'S OFFICIAL! 
Next year's A.B.C.B. 


Convention- Exposition 
will be held in 
MIAMI, FLA. 
Nov. 14-17th, 1955 


expected to be handed down early 
in January. 

Pennsylvania bottlers generally 
|want the restriction lifted because 
there has been a reasonable amount 
of demand by consumers for this 
type of soft drink. This was indi- 
cated at an informal conference at 
the recent State convention. 
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Public, consumer and dealer re- | 
lationships were widely discussed 


Che Supreme Court’s decision is | 


|Can-A-Pop to Close 
Compton Plant 

Los ANGELES—Can-A-Pop Bev- 
erage Co. of California expects to 
enter bankruptcy proceedings and 








opening of the most successful 
Exposition in many years—President E, Robt. Anderson scissors 


crowd waits to inspect the Show. 


New Packages Introduced Into Texas 


of the Dallas-based Dr. 


Company revealed, Nov. 18 


O. 


shoppers will be voters in the mar- 
keting poll to determine how Amer- 
icans best like their soft drinks 
served—in deposit bottles, flat-top 
cans, crown-top cans, or what-have- 
you. 

Two sizes and types of cans will 
be displayed in Dallas and Fort 
Worth stores—a 6-ounce can with 
a regular crown top and a 12-ounce 
can with a flat top. The present 
test marks the first time in history 
that Dr. Pepper has used a 12- 
ounce container. Regular size re- 
|turnable bottles will be displayed 





| along with the new packages. 
“We will be the first major 
| brand soft drink company to test 


| throw-away containers on such a 


|comprehensive scale,” Green de- 


| clared. 
Early in December, Atlanta be- 
came Dr. Pepper’s test area for the 


12-oz. flat top can. 


Next year’s meeting is to be held | will close its Compton, Calif., plant, | education. 
(Continued on next page, col. 3) | 


| 





School Sales Of Soft Drinks 
Up To Local School Boards 


HarrIsBurG, Pa.—A letter to the 
Keystone Association from the De- 
partment of Public Instruction 
makes it clear that the question of 
sale of soft drinks in schools 
strictly up to the local boards of 


is 


Heretofore the Department of 
Public Instruction has been refus- 
ing to approve federal school lunch 
program subsidies in schools where 
soft drinks were on sale. The letter 





directs the question of sale of soft 
drinks on school premises to school | 
boards for their decision, and | 
their’s alone. | 

The Department of Health has | 
also ruled that the question of the 
sale of soft drinks will not be a 


the school board or local commu- 
nity provides the necessary facili- 
ties and then requests the service 
of a dental clinician, and we have 
funds to pay him, then need should 
be the criteria for establishing the 
clinic. The matter of whether soft 
drinks should be available for pur- 
chase as a means of refreshment 
opposed to nutrition is something 
which should be decided at a local 
level, and will not in the future be 
a deciding factor in clinic loca- 
tion.” 


Pepsi-Cola Puts New 
Emphasis On Quarts 
New York, N. Y. 


- Pepsi-Cola 


factor in the establishment of den- Co.. the prime proponent of the 12 
|tal clinics. Dr. Russell E. Teague, | ounce bottle, on which it built its 


Secretary of Health, wrote: 


“| have given much serious con- 
sideration to the matter of soft 
drinks in the school and state sub- 
sidized dental clinics, I feel that 
the primary reason for establishing 


| clinics should be the need for the 
|services provided by the clinic. If 


| 
| ‘ qe 

| Bert Dale, N.B.G. Field 
» > _% . . 

Pepper | Editor, Dies 

Dallas and Fort Worth grocery | 


| way back from New Orleans to his 
| Florida headquarters early in Nov- 


JACKSONVILLE, FLA. 


with a sudden attack while on his | 


ember, Bert Dale, Field Editor for | 
National Bottlers’ Gazette, died a | 
few hours later. Mr. Dale, who| 


| was very well known and liked by 


| 
| 


| 
| 





bottlers throughout the South, vis- 
ited bottlers regularly and attended 
most of the State conventions. 

His passing is a great loss to this 
publication, which he represented 
so ably, and a personal blow to the 
\.B.G. editorial staff, who valued 
his sage counsel and firm friend- 
ship given without stint over the 
years. 


Grapette Launches 
Incentive Plan for 
Plant Personnel 

CAMDEN, ARK. The parent | 
Grapette Company has made a plan | 
(Continued on next page, col. 4) | 





| position as the nation’s second larg- 


est franchise company, is giving 
consideration a wider use of 
quart bottles, in the 28-32 ounce 
range. While many of its bottlers 
also bottle and distribute the famil- 
iar Pepsi 8, it is not generally 
known that 36 plants, both fran- 
chised and company-operated, have 
been putting up quarts for the past 
four years. 

In all cases, standard bottles with 
paper labels are being used, and 
no change is presently contem- 
plated for those plants coming into 
the quart picture. The emphasis 


to 


|given this year to new packages 


and new sizes by many companies 
in the field is partly responsible 
for the current push to Pepsi-Cola 
in large bottles. 


Soft Drink Canners 
Group Formed 
New York, N. Y.— Organiza- 


tional efforts which began early in 
November, under the direction of 
Walter Mack, President of Can- 
trell & Cochrane (Super Coola) 
have already resulted in the forma- 
tion of a new association of soft 
drink canners. The organization, 
named Soft Drink Canners’ Asso- 
ciation, is said to have from 45 to 
50 “founding” members — about 
90% of all the remaining canning 
(Continued next page, Col. 2) 















An Avalanche Is Coming! 





Genovese 











STATE 


Kansas 

New Jersey 
Massachusetts 
New Mexico 
Arizona 
Wyoming 
Colorado 


Mississippi 
Texas 
Alabama 
Calif.-Nevada 
Wisconsin 
Oregon 
Oklahoma 
Washington 
Montana 
Tri-State 
(Utah-Ida-Wyo) 
Louisiana 
Michigan 


Indiana 
Arkansas 
West Virginia 


New York 
Maryland 
Minnesota 
North Dakota 
South Dakota 
lowa 


CITY 


Hutchinson 
Asbury Park 
Boston 
Albuquerque 


Cheyenne 
Colorado 
Springs 


Dallas 
Birmingham 
Los Angeles 
Milwaukee 
Portland 
Tulsa 
Yakima 
Great Falls 


New Orleans 
Detroit 


Indianapolis 

Little Rock 

White Sulphur 
Springs 

Syracuse 

Baltimore 

St. Paul 

Dickinson 

Mitchell 

Des Moines 


HOTEL 


Baker Hotel 
Berkeley-Carteret 
Statler Hotel 
Alvarado Hotel 


Plains Hotel 
Broadmoor Hotel 


Adolphus Hotel 
Tutwiler Hotel 
Biltmore Hotel 
Hotel Schroeder 


Mayo Hotel 
Chinook Hotel 


Roosevelt Hotel 
Leland Hotel 


Lincoln Hotel 
Hotel Lafayette 
Greenbriar Hotel 


Hotel Syracuse 
Emerson Hotel 
Hotel Lowry 
Ray Hotel 
Lawler Hotel 
Savery Hotel 


STATE CONVENTION SCHEDULE 


DATES 


Dec. 12-13-14 
Jan. 7-8, 1955 
Jan. 10-11 
Jan. 10-i1 
Jan. 13-14 
Jan. 22 

Jan. 23-24 


Jan. 30-31 
Feb. 6-7-8 
Feb. 7-8 

Feb. 7-8 

Feb. 7-8-9 
Feb. 11-12 
Feb. 13-14 
Feb. 13-14-15 
Feb. 18-19 


‘eb. 21-22 
Mar. 6-7-8 
Mar. 7-8-9 


Mar. 14-15 
Mar. 20-21-22 
Mar. 20-22 


Mar. 27 28-29 
April 2 

April 18-19 
April 21-22 
April 25-26 
May 1-2-3 





DAYS 


Sun.-Tues. 
Fri.-Sat. 
Mon.-Tues. 
Mon.-Tues. 
Thurs.-Fri. 
Sat. 
Sun.-Mon. 


Sun.-Mon. 
Sun.-Tues. 
Mon.-Tues. 
Mon.-Tues. 
Mon.-Wed. 
Fri.-Sat. 
Sun.-Mon. 
Sun.-Tues. 
Fri.-Sat. 


Mon.-Tues. 
Sun.-Tues. 
Mon.-Tues.- 
Wed. 
Mon.-Tues. 
Sun.-Mon.-Tues. 
Sun.-Tues. 


Sun.-Tues. 
Sat. 

Mon.-Tues. 
Thurs.-Fri. 
Mon.-Tues. 
Sun.-Tues. 








Smith Rairdon Prexy of 
Anti Litter Group | 


ToLepo, Oxn10 


Co. has been elected 


Smith L. Rair- | Mack, president; 
don, vice-president and director of | (Nehi 
marketing for Owens-Illinois Glass| Robt. K. 


Corp.), 
Rogers 


first president | secretary and A. 


of Keep America Beautiful, Inc., | Coola). treasurer. 


a national organization for the pre- 


vention of litter. 


Pepsi 1954 Dividends 


Up to 65e. 


New York, N. Y., Nov. 23. 
The Board of Directors of Pepsi- 
Cola Co. declared a dividend of 25 


cents per share, plus 


payable concurrently on December 
31, 1954 to stockholders of record 
at the close of business on Decem- 


ber 10, 1954. The 
announced that the 


go on a quarterly dividend basis for 


1955. 


This brings Pepsi-Cola 
pany's 1954 dividend declarations 
to 65 cents per share, compared to | 
50 cents declared in 1953, and 35| 


cents paid in 1952. 


“The upward trend in Pepsi- | 
Cola sales is continuing at an ac- | 
celerating rate,” President Steele, 
of Pepsi-Cola Company, stated. 





Mele 


(Continued from P. 3, Col. 5) 
vperations in the country. ' 

Officers of the group are Walter | cases a day. The local franchise and 
name will be transferred to another 
canner in this area, according to 
Charles 
manager for the national Can-A- 
Pop organization. 


H. Stanley 
vice - president; 
(Can-A-Pop), 
(Super 


(Continued from P. 
which has a capacity of 30,000 | available to 


Claymon, 


3, Cal. 3) 


general 


sales 


(Continued from P. 3, Col. 4) 
its bottlers for using 
S&H Green Stamps to step up the! also an 
enthusiasm and efficiency of plant 
and sales personnel. 
Under the Grapette plan bottlers 
use them to reward salesmen 
such things as new accounts, carton 


cooperation 


effective 


displays, advertising distribution, 
and meeting sales quotas. They are 
incentive for 
greater efficiency and more willing 
in the plant. 
Grapette bottlers use the stamps as 
for|a reward for suggestions leading 
to plant economies. 


Some 





THE WEATHER AHEAD 

The Weather Bureau’s 30-day outlook for the period from mid- 
November to mid-December calls for temperature to average above 
normal in the eastern half of the United States except near normal 
in New England and much above normal in the Ohio Valley. Below 
normal temperatures are indicated west of the Continental Divide 





15 cents extra, 


Board further 
company will 


Com- 


PREDICTED 


TEMPERATURE 
MID-NOV. TO MID-DEC 





19 


with greatest departures in northern California. 

Precipitation amounts are expected to equal or exceed normal over 
most of the nation except for subnormal amounts along the Atlantic 
Seaboard and in the extreme Southwest. More specific forecasts 
should he secured from local Weather Bureau offices. 








Lj} | 


SG mucn aszowr | a 
NORMAL | eelians 





























National Bottlers’ Gazette, December, 1954, Vol. LX XIII. No. 874. Published monthly by Keller Publishing Company at 9 East 35th Street, New York 
$5.00; Foreign $7.00. Entered as Second-class matter, March 31, 1882, at New York, N. Y., 


16, N. Y.; $5.00 a year, 75c a copy, Canadian subscription, 
Post Office, under Act of March 3, 1879. 


¥ 
















D 





a 









READ WHAT 










LiTY . 
usr its 5 QUA Coc 4-COLA Borne 


FoRT PAYNE. ene pV ivi sg uunane 
eer VELL tba 
panats 
guna iui 


Alabama 


you TR 


SAYS ABOUT 


EVANS 
HEATING 
UNIT 





Fort Payne: 
gune 1 a 











e finest 
tic, 2 









4 


Mr. Ferguson says that his Evans Unit 
has been in use for several years... 
"is fully automatic ... and for simplicity 
and economy of operation, | know noth- 
ing that will compete with it." YOU 
can have this same dependable per- 
formance! Check on it today! 


equi: 
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11 compete te with agi 
wi 






Yours very truly» 
ttling Works, 






coca cols BO 





Save With An Evans Unit! 


Evans Units are in daily operation in thousands of bottling plants, heat- 
ing all make and capacity washers. The Evans Unit heats bottle washer 
solution faster, better and at less cost than any other heating equipment. 
Get the facts today! a . 


posts ee ee e=== Mail This Coupon -«<{2{<<-{=8<-==, 


automatically; just light it and for- 
get it. There is a size for every need. 


i 

: G. C. EVANS SALES COMPANY ' 

LITTLE ROCK, ARKANSAS P 
i 
rT Without obligation on my part: [] Mail literature or [] Have an I . 
| Evans representative call on me in the near future. ' Sy Dg 
1 , F 
i Make of Number of Bottles | 
i Washer Compartments Wide ] 
' NAME : ; 
, NAME 1 This revolutionary solution heating 
; ADDRESS : unit burns gas. Holds temperatures 
i | 
i i 
. a 


G.C. EVANS iinviccans CO 
eo Wwe : MANUFACTURING = 
FACTORY & SALES OFFICE IN LITTLE ROCK, ARKANSAS 
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Nothing Will Compete With Jt” " a 
C.N.FERGUSON | 
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reaching for: 


NO:CAL 


most profitable franchise 





in Americal 


For full information, call, write or wire immediately... 
Franchise Dept., NO-CAL BEVERAGES, 919 Flushing 
Ave., Brooklyn 6, N. Y., GLenmore 6-9400. 
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‘a . NO-CAL COMPANY (f 












i 


We're offering you the most unique and profitable franchise plan in the industry. 
We’re looking for sound bottlers whose volume we can build solidly, steadily —the 
NO-CAL way—with intelligent, selective merchandising and advertising techniques. 
NO-CAL is endorsed by Parents’ Magazine and the American Medical Association. 





absolutely non-fattening - absolutely unequalled 
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How to Cut Personal Taxes 
Under the New Law 


£4 vrnovcn you can’t take it with you, there may 
be some consolation in being able to leave a little 
more behind—through proper estate planning. This | 
installment, therefore, points out how the new law 
has broadened this avenue of tax s&vings. 


Elimination Estate Tax On Life Insurance 


Under the old law, life insurance was treated as 


part of the insured’s estate for tax purposes (re- 


gardless of whether the proceeds were payable to 


the insured’s estate or to a named beneficiary) if 
the premiums were paid by the insured. The new 
law, however, dropped this so-called “payment of 
premium test” as a basis for including insurance 
proceeds in one’s estate. Now the insured can pay 
the premiums and still transfer a large insurance 
estate free of tax provided the insured had no inci- 
dents of ownership in the policy at date of death. 
Examples of such “incidents” would be rights of 
the insured to economic benefits of the insurance, 
the power to change the beneficiary and the power 
to assign or borrow on the policy. In addition, the 
new law now includes a reversionary interest, if 
worth more than 5° of the value of the policy at 


the insured’s death, as an incident of ownership. 
Incidentally, where the beneficiary of a policy not 
owned by the insured is one’s wife the proceeds 


will no longer be considered in arriving at the 





This article is part of a series on the subject of 
tax savings for bottlers of soft drinks, prepared 
by David C. Anchin, C.P.A., and Julian S. H. 
Weiner. Mr. Anchin is a partner of the firm of 
Anchin, Block & Anchin, a New York firm of 
certified public accountants. Mr. Weiner, also 
a C.P.A. and attorney, is associated with the 
firm. Both men have written extensively on the 
subject of Federal taxation. This is the first of 
a number of articles analyzing the provisions 
—and their application to you—of the revised 
Federal Revenue Code. 
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marital deduction (which is generally equal to the 


value of interests transferred to a surviving spouse, 
but not over 50% of the adjusted gross estate). 
This will allow the full marital deduction to be used 
for passing non-insurance assets to the wife. 


Unfortunately, “the good law taketh as well as 
giveth”. In this case, transactions intended to by- 
pass the estate tax may encounter the gift tax. For 
example, transfer of ownership in a policy or pay- 
ment of premiums on a policy owned by another 
will be subject to gift tax. In connection with 
transfer of policy ownership, it is important to 
remember that the gift will be valued at the re- 
placement cost, and not the cash surrender value 


of the policy. 


The gift tax, however, can be avoided or minim- 
ized by taking advantage of the annual $3,000 gift 
tax exclusion for each donee and the overall $30,000 
exemption. Where the insured is married the above 
exclusion and exemption can be doubled by gift 
splitting, if consent of the other spouse is obtained. 
As a result, policies valued up to $66,000 could be 
transferred tax-free in one year to one donee, pro- 
vided the entire overall exemption is available. Also, 
premium payments on transferred policies could be 
exempt up to $6,000 annually for each donee plus 
any portion of the overall exemption available for 


this purpose. 


It is noteworthy, that discreet spreading of gifts 
(up to annual exclusion) to other members of one’s 
family (such as children), who are also charitably 
inclined towards the insured’s beneficiary (in re- 
spect to premium costs), may, in effect, increase 
the amount of annual premium payments on one 


policy that can escape the gift tax. 


It should also be borne in mind that the gift tax 
rate is usually lower than the estate tax rate, hence, 
producing a savings to the extent that a gift tax is 
substituted for an estate tax. Moreover, the gift 
would generally be removed from the highest estate 
tax bracket of the insured to a lower gift tax 


bracket, thus adding to the savings in rates. 


Softening impact Of Federal Gift Tax 


Estates of decedents dying after enactment of 
the new law are eligible for this desirable tax 
benefit. This means that policies which are properly 
transferred before the insured’s death can be freed 
of estate tax even though all premiums were paid 
by the insured prior to the date of enactment. Ac 


cordingly, it would be wise to overhaul present 


estate plans in the light of this important change. 
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Wedge-Shaped Sidewalls 
for strength in the area 
receiving most abuse. 


Most 
eCOnOM 


"'Fire-Polished'’ Lips 


*'Pyroglaze'’ Label 
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THATCHER 


WEDG-WALLS 


THATCHER GLASS MANUFACTURING COMPANY, INC., ELMIRA, N.Y. 


Solid Base and Wall 













Glass bottles cost consumers less! 


PRICE IS IMPORTANT in a product like bever- 
ages. And that's where glass bottles come in. 
Because bottles enable your beverage to be sold 
for far less than other packages permit ... ata 
price you know consumers will always be willing 
to pay. 


It's high trippage that makes Wedg-Wall Bever- 
age Bottles your most economical container. And 
here are just a few of the other advantages 
Thatcher Wedg-Walls offer . . . quality and flavor 
state resistance to carbonation pressure, 
ong-term availability, plus no need for new 
equipment. Write for free booklet, reprinted from 
a leading trade journal, which discusses the right 
container for you. 


Factories: Elmira, N.Y., Jeannette, Pa., Streator, Ill., Lawrenceburg, Ind., Saugus, Calif. 


Representatives in Principal Cities 











Chattanooga 
Coca-Cola Celebrates 
55th Anniversary 


7 ne oldest Coca-Cola _ bottling 
plant in the world, the Chattanooga 
Coca-Cola Bottling Company, Inc., 
marked its fifty-fifth anniversary 
in November with a two-day open- 
house celebration attended by 16.- 
228 persons and a “Mr. and Mrs. 
Teen-ager” contest including every 
high school student in the Chatta- 
nooga, Tenn., area. 

Despite a two-inch rainfall one 


’ 


of the two days of the open-house 
activities, the visitors waited in 
line with umbrellas in the rain to 
inspect the block-long plant, accord- 
ing to Howard McKenzie, sales 
manager. 


AWARDS TROPHIES 


Sam R. Connelly. vice-president and 
general manager of the Chattanooga 
(Tenn.) Coca-Cola Bottling Company, 
Inc. (center), presents trophies to the 
winners of the “Mr. and Miss Teen- 
ager” contest held in connection with 
the fifty-fifth anniversary of the bottling 
plant. The prize winners are Tom Ty- 
tula (left) and Miss Charlotte Hixson 
(right). 





The company gave away a Chev- 
rolet Bel Air sedan, a 21-inch tele- 
vision receiver, radios, picnic cool- 
ers, music boxes, miniature gold 
bottle key chains and 1899 model 
toy mustaches for men and chil- 
dren. Special gifts were presented 
to youngsters. 

Exhibits included a_ traveling 
laboratory, antique bottling ma- 


chinery used at the turn of the cen- 
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FEATURES YOU'LL LIKE... 


SPARKLING COLORS AND “PRECISION- 
ED" PRINTING 


SIZED TO REPEL MOISTURE 


BUILT TO EXACTING SPECIFICATIONS 
FOR EASY LOADING AND GREATER 
IN-TRANSIT BOTTLE PROTECTION 


THE GAIR-ACM STYLE HANDLE HOLDS! 


SCORES ARE PREBROKEN FOR EASIER 
SET UP 


END PANELS ARE HIGH FOR EASY AU- 
TOMATIC UNLOADING 


FROM COAST-TO-COAST..IF IT’S PAPERBOARD, CARRIERS, CARTONS 




























Depend on GAIR-ACM 


GAIR-ACM Carriers stand out. They catch the 
eye. They hold attention. They speed the sale. 





The secret of their success lies in the brilliance 
and beauty of their colors. And, GAIR-ACM 
“Precisioned Printing’”’ adds an atmosphere of 
quality that means so much at the point of sale. 


Like many aggressive bottlers from coast-to- 
coast, you, too, can step up sales by specifying 
GAIR-ACM Carriers. Dealers like their sparkle 
.. their quality appeal. That’s why you'll usually 
find them in preferred dispiay positions . . speed- 
ing stock turnover .. making faster profits, too! 
Read the features listed here .. reasons for the 
excellence of the Carriers we make. 
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Strategically located plants from coast-to-coast ; 
stand ready to give you the quick, efficient serv- Packaging 
ice you need. Will you write or phone us your : 

instructions today ? Service 


PRECISIONED 


AMERICAN COATING MILLS DIVISION « ROBERT GABF COMPANY. INC 
228 Noth Ladalle Street, Chicago 1,Iéa. 


A SCIENTIFIC, SPECIALIZED, FULLY INTEGRATED PAPERBOARD, FOLDING CARTON, CARRIER AND SHIPPING CONTAINER SERVICE. SALES OFFICES 
IN PRINCIPAL CITIES OF U. S. AND CANADA. MILLS & PLANTS: CAMBRIDGE, MASS. @ CHICAGO, ILL. e CLEVELAND, OHIO @ ELKHART, IND. © 
GRAND RAPIDS, MICH. @ HAVERHILL, MASS. © HOLYOKE, MASS. @ LOS ANGELES, CALIF. @ MARTINSVILLE, VA. © * MIDDLETOWN, OHIO 
© NATICK, MASS. e NEW LONDON, CONN. @ NORTH TONAWANDA, N. Y. © PHILADELPHIA, PA. @ PIERMONT, N. Y. © PORTLAND, CONN. @ PORT 
WENTWORTH, GA. @ RICHMOND, VA. @ SYRACUSE, N.Y. @ TETERBORO, N.J. © TONAWANDA,N.Y. @ IN CANADA: CAMPBELLFORD, 
ONT. © EDMONTON, ALBERTA e FRANKFORD, ONT. @ LONDON, ONT. @ MONTREAL, QUE. © TORONTO, ONT. © WINNIPEG, MAN. 


OR SHIPPING CONTAINERS...IT’S A JOB FOR GAIR-acmw 


tury and examples of glass bottle 
progress. All visitors had an op- 
portunity to see the Coca-Cola bot- 
tling process in action and were 
served ice-cold “Coke’’. 

The teen-age contest included 
fifteen high schools in the Chatta- 
nooga area. Nominees were elected 
by popular vote of their classmates, 
the candidates appeared before a 
panel of judges composed of lead- 
ing citizens and the final selections 
were made on the basis of scholar- 
ship, leadership, character, service 
and appearance. In addition to 
trophies, presented by Sam R. Con- 
nelly, vice president and general 
manager of the company, the win- 
ners were flown with a chaperone 
to New York City and Washington, 
D. C., for an all-expense trip. 

In New York “Mr. and Miss 
Teen-ager”’ visited the United Na- 
tions; Radio City, where they saw 
the Rockettes perform at the Music 
Hall; the Empire State Building; 
Broadway shows; danced to a name 
band; took a boat ride around the 
island of Manhattan and met Ed- 
die Fisher at the “‘Coke Time” tele- 
vision show. While in Washington 
they saw the main historical points 
of interest and received auto- 
graphed copies of “Crime in Amer- 
ica” by Senator Estes Kefauver of 
Tennessee that were presented on 
the Capitol steps by the senator’s 


wife. 


Radio Pulls for Nesbitt's 

According to George S. Hayman, 
Jr., owner of the Nesbitt’s Bottling 
Company of Gainesville, Georgia, ra- 
dio advertising has been pulling ex- 
ceptionally well. A campaign was set 
up to test coverage by using a Nes- 
bitt’s spot announcement with a con- 
test, asking listeners to write 25 
words or less on why they liked Nes- 
bitt’s best. The results were phenom- 
enal. Hundreds of entries were mailed 
in from over 25 towns in the fran- 
chise territory. 

Mr. Haymans states that the con- 
test was successful not only in bring- 
ing in entries but that it also pro- 
duced an excellent winning Nesbitt’s 


commercial. 
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THE COVER 


To all our subscribers and adver- 
tisers, our friends in the associa- 
tions, allied trades and advertis- 
ing agencies — to everyone with 
whom we have worked with and 
for in the dedicated interest of the 
soft drink industry, our best 
wishes for a Merry Christmas and 
a Happy New Year. 


The annual convention, for each of its three sessions, 
had a capacity audience of over 1,000 bottlers and sup- 
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The Governor showed marked interest in Crown Cork & 
Seal’s new high-speed Uniblend bottling machine (left) 


Pennsylvania’s Governor John S. Fine made a thorough 
inspection of the Exposition, visiting many booths on the 
floor. At the left he is shown watching the operation of 
the Atlanta Paper Bottle Master carton set-up machine. 
His guides and escorts are Dick Confair, of Confair’s 
Beverage Co., Berwick, Pa. and Asa Day, Coca-Cola 
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ply-men, as shown by this picture of the opening session. 
Movies on various subjects preceded each session. 





and was equally intrigued by Yundt-Bottlematic’s pneu- 
matic case unloader (right). 


Bottling Co. of Wilkes-Barre. At the right, the Governor, 
holding his guide copy of the Convention Issue of Na- 
tional Bottlers’ Gazette, which contained a two-page floor 
plan of the Big Show, and an accurate list of all exhibit- 
ing supply firms, watches a new Liquid Carbonic filling 
machine in operation. 












een For Industry 


Sf IS each of the three Convention sessions, and the 

A oy aisles of the two exhibit halls, it appeared that 
- f aad 7 . . . . 

j most of them came back daily to participate in the 









i Convention sessions and Special Meetings, and to 






: S =a examine the tremendous and impressive Exposition 





made possible by the 214 allied firms. 





By comparison, attendance at the meeting last 





year was 5,311; this year’s 2,337 A.B.C.B. mem- 





bers exceeded by nearly 1,000 the 1,458 last year; 





non-member bottlers this year registered were 477, 






as compared to 260; the ladies, 1,374 this year, as 





compared to 989 in Chicago, and exhibitors 2,996, 






as compared to 2,255. 






In the thirteen years since the industry last held 





its national gathering in Philadelphia (a month 





before Pearl Harbor in 1941) many significant 






changes have taken place. The industry recorded a 





reduction in the number of operating bottling 


plants—6,309 in 1941 and 5,626 in 1954. It enjoyed 













THE ADMINISTRATIVE GROUP 
Joseph Nerney, President; Edwin Wagner, Vice President; John J. Riley, Secretary, and H. S. Miller, who was elected 
to a term on the Board of Directors. 
































q, a national convention, which always encom- 


A.B.C.B. ELECTIONS 
OFFICERS: 


¢ President, Joseph F. Nerney, Pequot Bev- 


passes many industry problems, can be said to 
have a theme, the 36th Annual Meeting at Phila- 


delphia could be considered keyed to the problems 
erage Co., Attleboro, Mass. 


¢ Vice-President, Edwin F. Wagner, 7-Up 
Co., Madison, II. 


of bottler-politics, bottle-consumer, and_ bottler- 
dealer relationships. In everything but the “work- 





shop” Special Meetings, these subjects were dis- 


; é ¢ Treasurer, Joseph Lapides, Pepsi-Cola THE CHOSEN BOARD MEMBERS 
cussed from many angles. In illustration, the very : / : 
first ° taal t the tret df . Bottling Co., Baltimore, Md. Re-elected to the Executive Board for three-year terms 
rst order o usiness : 1e first discussion-type ‘ : 
l ‘ der <¢ ) nt ; ¢ , ( . : vy e Secretary. J. J. Riley, Washington, i. €.. were Asa L. Day, left, Ralph Webb, J. W. Davis and 
meeting—the Presidents’ and Secretaries’ Confer- : : Herold Corwin. 


EXECUTIVE BOARD 


Harold L. Corwin, Pepsi-Cola Bottling Co., 





ence—the grave question of defeating special tax 

proposals in the various States was carefully scruti- 
Vancouver, Wash. 

Harry S. Miller, 7-Up Bottling Company, 
Springfield, Md. 

Ralph L. Webb, Royal Crown Bottling Co., 
Columbus, Miss. 


) ighest ; ndance . a ors ; ir em- ° : ° 
the highest attendan e of bottlers and their em Asa L. Day, Keystone Bottling Co., Wilkes- 
ployees since 1947, which was the record year. A 


nized, as well as the attendant problem of elimi- an increase in annual volume, from 740,480,000 


nating such taxes in the States now imposing them cases to 1,200,000,000 cases. Non-carbonated bever- 
(South Carolina, West Virginia, Louisiana). ages, dietetic drinks and new flavors were intro- 
The National Convention was also marked by duced and became staples in many bottlers’ lines. 
Packaging changes of significance took place, in- 
is. the cluding the introduction of cans as containers, and 


* 7,388 associatio embers -members, ‘ ‘ . the vastly increased use of non-return bottles. Per- 
total of 7, See neers Seem John W. Davis, Dr. Pepper Bottling Co., . . 
ladies, guests, and exhibitor-representatives were haps most important, the industry in these years 
‘ Roanoke, Va. ; 
registered in Philadelphia. Coupled with close to had eliminated, for all practical purposes, the old 


NEXT YEAR’S MEETING 


: . tee : , pre-war prices and is now tagging its goods at 
¢ Convention-Exposition, Dinner Key Audi- 


3,000 guest passes for plant employees, doctors, 

dieticians, food-store operators and others inter- : é ile east prices which bring reasonable profits. These things 

torium, Miami, Florida. 

ested in bottled soft drinks, the total number was as ore 
© November 14 to 17, 1955. 


close to 10,000. From the crowded appearance of exhibitors reported great interest on the part of 


were effectively reflected in the Exposition. The 
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Chairman, Public Relations Committee—Wiibur Glenn, 


Joseph Lapides, Treasurer, A.B.C.B.—DeLoss Walker— 
Special Sugar Committee. 


newly-elected President Joseph F. Nerney—the Rev. W. 


H. Alexander, Oklahoma City, Okla.—Thomas Moore, 


bottlers in the modern, fast bottling and packag- 
ing units on display; the labor and time-conserving 
materials handling equipment; the many varieties 
of vending machines; the franchise beverages; the 
improved detergents, truck bodies, etc. For the first 
time in several years, as well, much actual buying 
was done on the floor of the show. The amount of 
business done was extremely gratifying to all the 
exhibitors, particularly the members of the Bever- 
age Machinery Manufacturers’ Association, which 
last year promised to “‘do everything in our power 
to show the latest developments in machinery to the 
soft drink bottlers’ 
yond the expectations of the eager bottlers. 


and fulfilled that promise be- 


The Convention brought to the bottlers such out- 
standing personalities as the Hon. John S. Fine, 
Governor of the Commonwealth of Pennsylvania 
he complimented the bottlers for representing an 


industry so typically American, so important to 


the economy of his State, as well as all the others, 
and he denounced the inequity of special taxation, 
which he, as candidate for Governor in 1950, made a 
part of the Republican party platform. ‘‘In the 1951 
session of the General Assembly, I redeemed this 
promise (to have the tax removed) because I 
was convinced that no industry should be obliged 
to bear an undue and disproportionate share of the 
tax burden’. 

The delegates heard Leonard M. Green, Presi- 
dent of the Dr. Pepper Co., Dallas, Texas, compli- 
ment the National Association for its many fine 
accomplishments and particularly its current pub- 
lic relations program; its work to have sugar allo- 
cations increased and the price decreased; he spoke 
of the potentials existing for a marked increase 
in our industry’s volume, and the many factors of 
economics, birth rate, and changing consumer 


habits which could help the industry to achieve new 


Above—The general meeting of the National Manufacturers of Flavors. Right—John S. Hall (left) secretary, 
makes his report to the N.A.M-F. 


President Joseph F. Nerney, Attleboro, Mass., is presented 
with the gavel of his office by E. Robert Anderson, retir- 
ing president. who now becomes a member of the ex- 
officio group of the Executive Board. 


National Bottlers’ Gazette 


















A. B. Hatcher, Sales Promotion Committee—E. Robert Anderson, 1954 President—Leonard M. Green, President. 
Dr. Pepper Co.—the Hon. John S. Fine, Governor of Pennsylvania—John J. Riley, Secretary, A.B.C.B.—Edward 
Wagner, Legislative Committee. 

























goals; he discussed, from the practical viewpoint [t participated in a forum tailored to the indus- ciation. A more detailed account of this forum 
of a bottler, the changes occurring in our industry try’s container situation, as exemplified particular- session is contained elsewhere in this issue. 
through its exploitation of new products and new ly by glass and cans. The case for cans was made The bottlers heard a full report from the asso- 
packages. “I believe rather strongly that local dis- by E..K. Walsh, General Sales Manager of Sales, ciation’s Research and Public Relations Committee, 
tributors may be essential in the non-return pack- American Can Company, and for bottles, by R. L made by Thomas Moore, Minneapolis, Minnesota, 
age field as it settles down. Local distributors can Cheney, Director of Market Research and Promo- Chairman. The members of the committee then sat 
probably do the best job of local merchandising, tion for the Glass Container Manufacturers’ Asso- as a panel to discuss the several important phases 





An all day annual meeting was held by the Beverage 
Machinery Manufacturers Association. Officers elected 
included Herb H. Nussbaum, President; Ken Miller, Treas- 
urer; George Pryor, Vice President and Pat Gorman, 
Secretary. 





getting mass displays that are so essential to the 
sale of any product, and getting and holding wide 
distribution. The returnable bottle business 
probably never will be replaced by the throw-away 
package. Your regular bottle business will remain 
| .. . because, after all, it is the backbone of our 
business—the part of our business that I should 
like to commend to you that we put our best efforts 
on to continue to build our industry.” 
The Convention heard an invigorating, inspira- 
tional address by a colortul Midwest Pastor, the 
Rev. W. H. Alexander, First Christian Church, 


Oklahoma City, Oklahoma, and a pertinent analysis The important Presidents and Secretaries Conference Mal Guthrie, President of the West Virginia Association 









of the human factor in business by De Loss Walker. spent considerable time in discussions of special State who recounted the manifold activities engaged in by 
t CI Vit taxation and public relations. Inset at the left, Joseph his organization to have that State’s special tax re- 

ry)" eT ur aoe a . : , 

promimnen MEAES TRESS Gules. Nerney, chairman of the conference, and at the right scinded. 
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Fruity Blend 1 oz. 






Vanilla Character 
No. 2, 1 oz. 


Vanilla Character 
Compound, 4 oz. 









fo deliciously satisfying to the thirsty palate, 
jiquant and exciting to the taste, that Cream Soda 
is literally incomparable when made with 

Red Seal flavors. 


Write For Samples 


Quick Shipment! Every order received before noon is shipped the same day. 


teaot sane 


SEAL WARNER-JENKINSON MANUFACTURING CO. 


ih Lou\® Manvfacturers of Certified Food Colors, Extracts, Flavors, Vanillas 
2526 BALDWIN ST., ST. LOUIS 6, MO. 








of this question—countering soft drink propaganda 
and fighting back the attacks of other competitive 
industries. The ramifications of the future program 
were outlined. 

They also heard other reports from standing com- 
mittees . . . legislation, technical services, sugar, 
sales promotion. Large numbers of bottlers attended 
a series of “work shop” meetings, wherein were 
discussed such basic needs as packaging and bot- 
tling equipment, production techniques, advertising 
and promotion, food store operator relationships, 
and many other practical matters. 





The first meeting of the newly-formed Crown Manufac- 
turers Institute took place in Philadelphia. Shown are 
officers Pat Gorman, Secretary; Leo McAuliffe, Chairman; 
Jokit Murray, Vice Chairman and George Lamb, Counsel. 


Bottom—The group had a four hour meeting. discussing 
organizational affairs and future activities of the Institute. 





The principal officers of most of the State Asso- 
ciations participated in the Presidents’ and Secre- 
taries’ cenference, an annual affair held in conjunc- 
tion with the National Conventions. Here, too, the 
prime considerations were the betterment of indus- 
try public relations and the mechanics of politics, 
with special reference to taxation and other dis- 
criminatory legislation. The affairs of the State 
Associations are considered so important to the 
Welfare of the industry as a whole, that a special 
conterence is being scheduled for next spring to 


be held in the nation’s capitol. 





(Continued on Page 16) 
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ONE MINUTE 
INTERVIEWS 


WALTER J. MARTOWSKI 
MARTY’S BEVERAGE CO. 
LUDLOW, MASSACHUSETTS 

“IT don’t believe that soft drinks in 
cans will have much success. let 
me put it this way. The public may 
buy a few cans because they are curi- 


ous but in the final analysis they will 


come back to buying soft drinks in | 


bottles. Even the convenience feature 
of the cans doesn’t offset the clean, 
clear bottle that permits a person to 
see what is in the package. We have 
had a few canned beverages for sale 
in our territory but certainly not 


enough to get worried about.” 


EDWARD BERNSTEIN 
NEW ORLEANS, LOUISIANA 
JEFFERSON BOTTLING CO. 


“T sincerely believe that there is a 
great potential and wonderful market 
for canned soft drinks. While we have 
had some changeovers from bottled 
beverages to canned drinks, most of 
of our dealers have continued on the 
bottle bandwagon. I think this will 
continue as long as the 80 price pre- 
vails. Business in our area has been 
good and profits would even be better 
if we could get our soft drink bot 
tlers to go in to the higher price 
bracket. There is considerable bottler 
interest in canned soft drinks and 
many of my bottler friends in this 
area believe that both bottles and cans 


can live side by side 4 
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| ATER Slash nys8 Sai 


PRE-RINSE . . . Prolonged Pressure Pre-Rinsing at 


Graduated Temperatures 


PRE-WASH .. . Pressure Scrubbing Before Soaking 


PRIMARY SOAK ... Long Continuous Soaking at High 


Temperature 


MAIN HYDRO ... High Pressure Hot Caustic Soaking 


2ND STERILIZING SOAK .. . Insures Complete Steri- 


lization of Bottles 


FINAL RINSE... Assures Cool, Bright, Sparkling 


Bottles 


MILLER Hypro COMPANY 


Manufacturers of Miller Hydro Bottle Washers *« Miller Hydro 


Case Packers «+ Miller Hydro Bottle Conveyors ¢ Miller- 
Kenball Mixers * Miller Hydro Inspection Lights « Miller 
’ Hydro Air-Matic Decasers ¢ Miller Hydro Air-Matic Case 
Cleaners 








The new Miller Hydro “400” 
is the ultimate in a Bottle 
Washer. It combines six vital 
operations to deliver the 
highest possible percentage of 
clean, sterile bottles. Order 
yours now for the greatest 
efficiency and economy you’ve © 
ever known. 


LITERATURE AND FULL 
DETAILS AVAILABLE! 





Serving Bottlers 
Since 1913 














(Continued from Page 14) 





National Manufacturers Of 
Beverage Flavors Meet 

























S nonr informative talks on a variety of flavor- 
ing industry subjects featured the 49th conven- 
tion of the National Manufacturers of Beverage 
Flavors, which was held in Philadelphia on Nov- 
ember 16. 

Plans were also formulated for the gala cele- 
bration of the Association’s 50th anniversary next 
year at the soft drink industry’s convention-expo- 
sition in Miami. 

President Henry E. Schmidt (E. Berghausen 
Chemical Co.) opened the meeting with a _ short, 
informal report, followed by a comprehensive re- 


port on legislative developments by Secretary John 
S. Hall. 
(Continued on Page 97) 





OFFICERS OF THE CBI 


Left to right—Mort Klein, Secretary; Manny Lowenstein, 
Booth Bottling Co., Philadelphia, Director; Art Canfield, 
A. J. Canfield Co., Chicago, Director; A. Leibenthal, Va- 
riety Club Beverage Co., Toledo, Treasurer; Abe Lapides, 
Suburban Club Carbonated Beverage Co., Baltimore, | 
Director and Laurie Graf, John Graf Co., Milwaukee, 

President. 











BILOXI --- MISSISSIPPI 






A.B.C.B showed its appreciation to its outgoing president 
E. Robert Anderson (extreme right) and to Mrs. Ander- 
son by presenting them with a beautiful silver service. 
Making the presentation are Al Beaman and Joe Nerney. 
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WHO CAN FORETELL THE FUTURE 
PACKAGE FOR SOFT DRINKS ? 


R. L. CHENEY 

Director, Market Research and Promotion 
Glass Container Manufacturers 
Association, Ine. 


E. K. WALSH 
Assistant General Manager of Sales, 
American Can Company 


December, 1954 


ABCB Convention Hears Predictions of Suc- 


cess for Both Canned and Bottled Soft Drinks 


What About Cans for Soft Drinks? 

‘Where new trends in packaging are in- 
volved,”’ says E. K. Halsh, “‘it is especially 
necessary to keep your imagination fo- 
cused on the long-range consumer ac- 


ceptance of a container.” 


The Case for Cans 


S rraxunc before the 36th Annual Convention of 
the American Bottlers of Carbonated Beverages, 
KE. K. Walsh, Assistant General Manager of Sales, 
American Can Company, had an excellent oppor- 
tunity to present the case for soft drinks in cans 
and to reflect on the long-range issues involved in 
this problem now confronting the soft drink in- 
dustry. 


“Anyone who has been in the sales end of the 
container-making field for many years learns to be 
cautious, he observed. That’s why it is important 
to weigh intelligently the ultimate result of the 
new package on over-all sales of the product it 
carried to the market. New trends in packaging 
always require a long-range viewpoint, especially 


when the consumer acceptance is involved.” 


Exploring the possible future of the can from 
a production basis, Mr. Walsh indicated that it 
was virtually impossible for anyone to project an 
accurate chart on the future of canned carbonated 
beverages because they are still in their very early 


stages of development. 


“While it is true that some predictions of 10 to 
14 billion cans annually have been made,” he said, 
“the best picture can be obtained if we remind our- 
selves of what has happened in beer and ale during 


the last generation. In the early ’30s the brewing 


"What About Bottles for Soft Drinks?" 


“The most economical known package, 


the returnable glass bottle offers sparkling 
clarity, chemical inertness, obvious clean- 
liness, sanitary surfaces and robust strength 
capable of handling reasonable carbona- 
tion,” says R. L, Cheney. 


industry would have been extremely skeptical, to 
put it mildly, if anyone had predicted an annual 
pack of six billion cans. Yet that was the figure 
reached and topped in 1953, when cans accounted 
for 30 per cent of the total national volume of pack- 
aged beer and ale and now running about 33 per 
cent in 1954.” 

“In the light of that performance, the prediction 
of 10 to 14 billion cans a year for soft drinks 
doesn’t seem unrealistic or too rose-colored,” he 
added. 

“Actually the development of soft drink cans 
parallels a number of other advances in the can- 
ning world’, Mr. Walsh continued. The industry is 
well aware of the exhaustive research required to 
develop cans for high-acid fruits and other prod- 
ucts. In cans for soft drinks not only does the flavor 
and taste have to be protected, but the carbonation 
itself has to be kept at a high level. As is quite 
evident by progress to date, the development of 
various types of tailor-made cans for soft drinks 
is a long, continuing process. And although the can 
for soft drinks outwardly resembles other types of 
metal containers, researchers have had to probe 
many new facets of metallurgy, chemistry, engi- 
neering and manufacture in order to produce a 


suitable container.”’ 





(Continued on Page 98) 














POL LOWEY © Ine’ 


‘ WASHING meet INE p/ ' 
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ACCUMULATIVE LOADING — Simpli 
fies feeding operations — no gang 
ing up — no jamming — bottles 
move to pocket carriers in smooth, 
orderly fashion. 





AUTOMATIC UNLOADING — After 
complete washing cycle, bottles are 
gently and automatically unloaded 
ready for trip to filler. 


DOUBLE END Soaker 
BOTTLE WASHER 


Combining CONTINUOUS L-O-N-G SOAKING 
with Multiple POWER WASHING 


Look at the beautiful lines of this D&L Bottle Washer — free 
from complicated gears and mechanisms — every external and in- 
ternal detail designed and built for daily hard usage in any modern 
bottling plant. ; ' 
AD & L is your answer to the ultra important job of producing 
a continuous flow of sparkling, clean, sterile bottles for your 
beverages. ; 
Protect your PRODUCT and REPUTATION with a 
D&L JOB-PROVEN BOTTLE WASHER 


Send for complete information 


DOSTAL & LOWEY CO. ""2izssst“* 





OES A BETTER JOB 


ATA OWER COST 













The Show 
“Stars” 


7. has been mentioned elsewhere in this Conven- 






tion-Exposition report issue that the Exposition was 
an active show—a “buying” mart for hundreds of 
bottlers, with more business done on the floor than 
in many past shows. There were several reasons 
for this, not the least of which was the fact that 
many of the exhibitors took off the wraps for the 
first time from new developments. Because of space 
limitations, we cannot hope to picture and describe 
them all. With apologies to those firms whose prod- 


: . . L 

ucts deserve mention but are not included, the fol- i 
lowing pages show some of the Philadelphia Ex- ti 
c 


position “Show Stars.” 





Crown Cork & Seal unveiled its sparkling new 50-head 
pre-mix filler, together with specially designed auxiliary 
equipment. The unit, called “UniBlend”, can run up to 
450 bpm. on 6 oz. bottles. A new method of combining 
the water, sirup, and gas, cooling and carbonating, 
is uscd. 








Very versatile is Atlanta Paper's “Cluster-Pak” cartoning 
machine for cans. Speeds up to 900 cans per minute are 
possible, and cans can be packed in single or double 
rows, in units ranging from two cans to twelve cans. 
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... A fitting Christmas gift 


for your Meyer Dumore or 
Liquid Bottle Washer. . . 


Witt s bs . ‘ 
Liquid Carbonic Corp.'s new 50-head filler made its 
official debut, although prototypes have been in opera- 
tion in over a half-dozen plants. The machine has a 


capacity of 400 bpm. Vernor Davis, president of James 
Vernor Co., Detroit, looks it over: four of them are being 
installed in his great new plant. With him are Ken 
Miller and Brad Palmer, Liquid executives. 


OUTSIDE BRUSHE 


Glenn A. Delf (left), president of Atlas Tool & Mig. Co., 
discusses an exhibition problem with Frank Parker, chief 
service engineer for the company, in front of the new 
Delf Cender Model 159C. 


The FIRST SET of these VOLCKENING Nylon Outside Brushes was 


installed 
OVER 612 YEARS AGO .... ang it 


is still giving top-notch performance! ...Need we say more?... 





Miller Hydro scored with its new “400” bottle washer, 
a beautifully designed, compact machine packed with 


new features. The machine incorporates six cleaning 
operations, including pre-rise, pre-wash, primary soak, Vv L a 1 (@ 
main hydro wash, sterilizing soak and final rinse. Impres- , ig - . + Brushes For The 


sive is its styling: no working parts are visible, yet . H 

properly located doors and cleanout openings afford 6700 Third Ave., Brooklyn, N. Y. Beverage Industry Since 1897 
immediate access. It is made in pint and quart sizes, ; 

and in all capacities. 
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Weigning /5,000 lbs. empty and 45 feet long, Meyer 
Dumore’s new giant bottle washer has a capacity of 450 
bottles per minute. It features a new 3 case per cycle 
automatic «unloader, with molded nylon grippers which 
are said to outlast metal. Sensitive stops close down the 
machine if jams or breakage occurs in any of its 
5 compartments. 





Cen-Tennial Cotton Gin Co.'s R-6-180 “Ridframe”, which 
has a capacity of 180 cases (7 oz.) on 36” x 36” pallets, 
is slung unbelievably low, rides a bare 12 inches above 
the pavement. Top cases are within reach of even a 
short man. 


Three cases wide, 5 cycles per minute, Yundt-Bottlematic’s 
case unloader is completely automatic, pneumatically 
operated, and can handle any size bottle. It can also be 
made up to 5 cases wide, 5 cycles per minute. Neck 
grippers have no moving parts. 


20 





SUN-DROP is the 
Year-Round All- 


— A SUPER MARKET WINTER SELLER, because SUN - DROP IS THE 
ONLY REAL TWO-WAY DRINK. THE GREATEST REFRESHING 
INVIGORATOR ...THE BEST ALL - PURPOSE FAMILY MIXER. 


id OVER 95% OF EVERYBODY THAT TASTES SUN-DROP LIKES ITS IN- 
VIGORATING PICK-UP AND DELIGHTFULLY REFRESHING QUALITY. 





“ae are f 
"REFRESHING 
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A SUN-DROP FRANCHISE IS VALUABLE... 
YOU SHOULD OWN ONE! Some franchises are still available. 


HERE’S PROOF...SUN-DROP franchises cover 
over 98% of NORTH CAROLINA-—the largest per 
capita Soft Drink State in the UNITED STATES... 
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Purpose Family 


SUN-DROP bottlers are in a class all their own re- 
gardless of flavor or name. Don’t wait until the 
SUN-DROP TERRITORY YOU WANT IS GONE. Write, 
wire or phone any of these proud SUN-DROP 
bottlers who will prove to you the value of SUN- 
DROP franchise and why you should own one. 





Nesbitt Bottling Company, Inc. Natchez Double-Cola Bottling Co. Gregg's Beverages 
20 E. Church Street, N. E. 206 North Commerce Street Hibbs Street 
Decatur, Alabama Natchez, Mississippi Brownsville, Pennsylvania 
Pepsi- Cola Bottling Company Smith Beverages Hires Bottling Company 
Third Street Jewell & Hiway 4 650 Division Street 
Luverne, Alabama Columbia, Missouri Harrisburg, Pennsylvania 
Coca-Cola Bottling Company Edw. Hebbeler & Son Harrison Valley Mineral Water Co. 
a Teapeas Blvd New Haven, Missour Harrison Valley, Pennsylvania 
pear heey hte Gopher Bottling Company Kramer's Bottling Works 
Double Cola Bottling Company Austin, Minnesota Market & Cantar Sivasi 
a E ys ams Street Arcade Bottling Works Mount Carmel, Pennsylvania 
oenix, rizona ene > S — rl 
; ‘ 40 Prospect Street Smeltzer Bottling Company 
Mil-Kay Bottling Company Arcade, New York 509 North Third Street 
344 N Angier treet Wulf Bottling Works Jeanette, Pennsylvania 
Atlanta, Georgia 985 Main Street 3 
Red Rock Beverage Company N. Tonawanda, New York ne + enn segue 
198 E. Taylor Street Double Cola Bottling Company Pittsburgh, Pennsylvania 
Griffin, Georgia 809-11 E. Franklin Avenue . 
Frostie-Double Cola Bottling Co. Gastonia, North Carolina a Sole Setting Company 
' 1; . . | ViooO street 
oe ei “te - ” Granite Bottling Works paca laneesicaed 3 
Moultrie, Georgia Granite Falls, North Carolina ’ : 
Su one Bottling Company Concord Bottling Works yytane armen ——, 
paca 5 the oth Avenue Concord, North Carolina nree oprings, rennsyivania 
airt ielc inois 
‘ Big Bill Bottling Company | Ane 2 Wile » rig 70 
Dr. Pepper Bottling Co., Inc. ate hh Corstine 71 12 Williamsburg Stree 
: Reidsville, North Carolina 
20 N. 16th Street a Aiken, South Carolina 
Terre Haute, Indiana Piedmont Bottling Company 
é Greensboro, North Carolina Double Cole Bottling Company 
Grapette Bottling Company ; 05 W. Wiathianion Sireet 
419 Angular Street Jordan Bottling Company Fi cemiitle tnd Casing 
Burlington, lowa Laurinburg, North Carolina 
Squirt Bottling Company Raleigh Beverage Company oF SEY Tenens Som. 
391 Central Avenue Raleigh, North Carolina Ad Ca 4 ~*~ ec 
a 4 “i ohnson ennessee 
Fort Dodge, lowa Double Cola Bottling Compuny 
Fuhs Dr. Pepper Bottling Co. ; Rocky Mount, North Carolina | Nesbitt Fist Sr Compony 
rst St 
528 West Second Street Washington Beverage Company 4 T “ici 
i 3Sk ennessee 
ttumwa, |owa Washington, North Carolina 
Perry Bottling Company Sun Drop Bottling Company 810 South Maine Senpany 
219 Railroad Avenue 1418 South Ma tree ' : \ e 
Perry, lowa Winston-Salem, North Carolina Danville, V rginia 
Orange Crush Bottling Company Electric Bottling Company, Inc. Binder Beverage Company 
Washington Street 990 Princess Street Route N >. 3 
Hartford, Kentucky Wilmington, North Carolina Ishkosh, Wisconsin 
Pepsi Cola Bottling Company Mohr Brothers Bottling Co. Flambeau Beverage & Supply Co, 
Holly Springs, Mississipr Palmer & LaGrange Street ee isi on, ag irst Stree 
. > Ohio ark Falis fisconsin 
Grapette Bottling Company Toledo, nh . 
Key Field Anita Bottling Works Twigs Beverage Company 
Meridian, Mississippi Anita, Pennsylvania hawana, Wisconsin 








HURRY: HURRY! HURRY! 


We have a Cooperative Bottle Plan. Just write, wire or Phone us collect today... 
The SUN-DROP CORPORATION of AMERICA, 1947 Gravois Ave., St. Louis, Mo. 
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Finest and Greatest 











Featured among the Frontier Manufacturing Co.'s line of 
display racks was its #361, an all-folding, 60 carton 
capacity unit for 12 oz. and 10 oz. bottles. It can hold 90 
cartons of 6 oz. or 7 oz. goods. Despite its mass-display 
capacity, it takes only a minimum of floor space —a 
feature greatly appreciated by food store operators. 








General Vending showed its new can dispensing unit, 
the “Can-O-Vend”, which will automatically vend any 


type can, in any size, and in any combination of sizes 
and types. Four channels provide choice of four flavors. 
Capacity is 108 12 oz. cans, or 152 6 oz. cans, with a 
similar amount in the pre-cool compartment. The unit is 
equipped with either can piercer or cap remover. 











«@ 


7-UP BOTTLING COMPANY 


The Mojonnier Carbo-Cooler, model 30-20, has a 1,350 
g-p.-h. capacity. Sirup is cooled to 36° F. The unit comes 
complete with 50 h.p. compressor unit to operate with 
evaporative condensers. 


Hesse Carriage Co.’s new bodies feature a hinged step 
board which will take plenty of weight, as proved by this 
“taking it easy’ group of bottlers and supplymen. 


The Ladewig feature washer was this 12 wide, model 451 
for 6 to 32 oz. botiles with paper labels. Running at 
96 bpm., its automatic feed will take and sort quarts and 
splits simultaneously. All bottle sizes are handled in the 
same packets. 
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Views of just one aisle in each of the two halls 
occupied by the Exposition show the big throngs of 
interested visitors who filled the halls 


during the four Show days. 


»> 


he revitalizing effect of economic and soft 

drink industry conditions of the last four 

years produced, two weeks ago, the kind 
of Exposition both exhibitors and bottlers had long 
hoped for — and finally got. 


The feeling that ‘‘this was it'’; that the mounting vol- 
ume of the industry; its strong comeback in the market 
places of the nation; that the new products and pack- 
ages and other factors forecast even more encouraging 
advances, was sensed in advance by the allied firms, 
and 214 of them, the largest number in years, com- 
bined to make the Big Show at Philadelphia the big- 
gest in years. 


The exhibitors went ‘‘all out'’ in their booth decora- 
tions, hence the Show was brilliant in color, lights, 
movement and novelty—one carton company, to 
demonstrate the wet strength of its products, paraded 
attractive girls wearing transparent rainwear (and little 
else!) holding full cartons, across their big booth, on 
which fell a perpetual rain. The exhibitors went “ 
"" in the products they showed to the bottlers of 


all 
out 
the nation for the first time — trucks whose bodies 
hugged the ground; materials handling equipment that 
eliminated the last of manual operations; bottle wash- 
ing and bottling equipment for small and large plants, 
the latter with speeds up to 450 bottles per minute; 
new combinations of cooling, carbonating and mixing 


equipment that produce a better product faster than 
ever before; other products and services too numerous 
to mention here. 


Bottlers came by the thousands daily, visiting and in- 
specting and buying. Exhibitors reported more business 
done on the floor than at any other Show since the first 
post-war exposition in 1947. Following are 19 pages 


SHOW PERSONALITIES 












bw 





of self-identifying pictures of every exhibit on the floor, 


a coverage exclusive with N.B.G. and accomplished by 
six busy photographers. 


In another feature in this issue — ‘‘The Show Stars’’ — 
are described and pictured some of the many new 
developments displayed at the Big Show in Philadel- 
phia. 


















Left — President E. Robt. Anderson, aided by Assistant Secretary Tom Baker {on his left) prepares to cut the tape opening the 


Big Show. Center — Pennsylvania's Gov. John S. Fine (second from left) toured the Show and was greatly impressed 


by the variety and appearance of the machinery, equipment and products displayed. His guides and escorts are Dick Confair 


(left) and Asa Day, Pennsylvania bottlers, John Hood, the Keystone association's public relations advisor and 


Ken Knowles, of Clapp & Poliak, the Show managers. Right — Despite a dozen registration desks, the clerical staff was 


hard pressed to register the more than 7,000 people of the industry who visited the Exposition and inspected the 214 exhibits. 
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CAMERA HIGHLIGHTS | 


FREE SODA FOR THE CHILDREN 


Children of all nations gathered at the Women's Interna- 
tional Exposition in New York City recently, take time out 
‘ for a refreshing bottle of free “pop” at the Cott booth. 
More than 50,000 persons viewing the show sampled Cott 
sugar and dietetic beverages at a colorful and attractive 
exhibit that highlighted Cott’s entire line of beverage and 
household syrups. 





PAUL McKENNY HEADS NESBITT’S OF DETROIT 


According to an announcement made by J. T. Hunsaker, 
vice president of Nesbitt’s, Paul McKenny has recently 
purchased the Nesbitt’s operation in Detroit, Michigan. 
from W. L. Beamer who only recently retired from the 
bottling business. Photo shows (left to right) Mr. B. R. 
Murphy, Nesbitt’s president, J. T. Hunsaker, and Mr. Mc- 
Kenny at a meeting in Nesbitt’s advertising office at the 
home plant in Los Angeles to discuss Nesbitt’s promotion. 
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At the plant... 


~Y 





.. L19SS P 
your beverage quality 


A coin drops into a vending machine ...an eager hand 
grasps a cool glass bottle protecting your beverage 


Yes, THE BEST carbonated bever- distinctive. Notice, too, how in- 
ages come in glass. And glass __ viting yourcolorful beverages look 
keeps ‘em tasting the way you __ in sparkling glass bottles. 

made them to taste. Delicious... | The visibility of glass makes it a 


salespackage and at the same time 
permits visual plant inspection be- 
fore your product goes to market. 
Duraglas bottles, the finest of all 
glass bottles, are faithful protec- 
tors of your standards of quality. 


DURAGLAS CONTAINERS Owens-ILuInoIs 


AN @ PRODUCT GENERAL OFFICES +« TOLEDO 1, OHIO 














ways... 
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to end the Penny Problem! : 
2 
v 
VENDOR t 
ow NATIONAL’S — | 
t 
NATIONAL’S 
“GIVE ant TAKE” : 
| and 
T 
| FEATURE 
| NAMA Dues Income Increased : 
a ( 
a . de ‘ . Jues ine > for the National atic y- E 
© ' With the electric Penny Refunder, hs .* _— ili . ition : \utomatic “ty , 
‘ ‘ ‘ -handising Association increased ; . ately 8 
Kx = National can re-wire your unit to Sn) ran ae eee ee 
(o# : : per cent during 1954 and the association anticipates 0 
ed both give and take pennies. Thus rin 
. | h rpewag d ffi an even larger increase during 1955, according to c 
“ ys ine most comp a and most rs - the association’s treasurer, Thomas Donahue. 
v 3 spe soe Eee ee —— ytaiepseb Mr. Donahue, reporting to the NAMA annual | 
bg you greater pro its at low cost. J meeting in Washington, D. C., said 1954 was the u 
P - the first time you can realize the association’s best year to date. c 


full extra value of odd cent t] 


Wee, 
ia vending. F 
National Rejectors Plans ¢ 
D 
4 








Inventory Period 











National Rejectors, Inc., St. Louis, Missouri, will 








Fast hopper loading with a large 2000 penny Every National branch close its plant for inventory, December 18, 1954 a 
capacity makes National’s electric Penny office is fully equipped through January 2, 1955, J. I. Cleary, assistant vice C 
Refunder a ready answer to ‘“‘change”’ prob- to handle either of these president has announced. b 
lems. Now wherever odd cent sales are used, installations. Just con- Since no shipments will leave the plant during 
the customer can enjoy single coin operation. tact the iin sence Me aa that time, the company will ship in advance any C: 
nearest you listed below, material which was scheduled for deliv y 
i i . : : . é as § livery betwee ve 
National's Penny Refunder features a simple — for price information eee a ot ete Sere 
plug-in installation with front, side or inside and service. oom : 
mounting. Price changes may be made right Make every cent count... get . : cs 
on location in just a short time. National's started today. Kiley Named Chairman of 1955 
precision engineering prevents jack-potting NAMA Show mt 
and permits the Refunder to be used in con- Bernard J. Kiley, Jr., has been named general oa 
o . . , > > c 5 ; 
nection with any of National’s electrical coin convention chairman of the 1955 National Automa- O 
mechanisms. tic Merchandising Association convention to be held g1 


at the Conrad Hilton Hotel in Chicago next year 





November 6-9. Mr. Kiley heads the Airport Vending 2t 
Service in Chicago. ré 


Also appointed to posts for 1955’s s > by : 
ATLANTA 3, GEORGIA, 685 Peachtree St, N. E.—Phone: Elgin 4318 india apg Aa or 19008 show by th 


NATIONAL 33 REJECTORS inc. cricaco 2, 111, 0907 w. Fullerton Ave—Phone: National 2.3614 NAMA board of directors were Meyer Gelfand, qu 


DALLAS 5, TEXAS, 3202 Knox Street—Phone: JUstin 2291 G. B. Macke Corporation, Washington, D. C., gen- 
: . : DUnkirk 2-5772 eral program chairman, and William McConnell at 

5100 San Francisco Ave. « St. Louis 15, Mo. LOS ANGELES 6, CALIF. 2309 West Pico Bivd.—Phone 
: TORONTO, ONTARIO, CAN., 1551 Eglinton Ave, West —RUssell 1-5628 Automatic Merchandising Company, Medford, as 
Phone COlfax 1-1900 WOODSIDE, L. ISLAND, N. Y., 39-30 Gist St—Phone: IMlinois 8-6362 Mass., program vice chairman. S¢ 
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Canada Presents Good Vending 
Market for U. S. Manufacturers 


Vending manufacturers and distributors look for 
industry expansion and stepped-up output as a re- 
sult of government action last April in lifting the 
15 per cent government excise tax on venders. 

The first interest in vending in Canada began oe 
with the vending of soft drinks. Today there are aan 
three companies manufacturing machines, two of iinet 
them Canadian, while the third is a copy of an 
American organization. 

Distributors of American machines include 
Trans-Canada Distributing Company, Ltd., Mon- 
treal, which handles the Soda Shoppe; Automatic 
Canteen Company of Canada Ltd., Toronto, which | 
is a subsidiary of the American company and han- 
dles the Lion machines. 

Manufacturing includes Canteen Services Ltd., 
Toronto, and Polar-mat Ltd., Montreal, both of | 
which have their own designs while Vend-O-Matic 
Canada Ltd., Toronto, manufactures the Cole Spa. 
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CUP DRINK VENDOR 
AT AN ECONOMY PRI Z c 





most flexible for beverages 
Bottle vending includes Kelvinator of Canada who 
makes the Vendo line for Coca-Cola, and Seven-Up 
of Canada, Toronto imports a few Selectivend ma- 


in any combination 
cold - hot - carbonated - non-carbonated 
chines. 


Industrial catering firms have recently started to Retains all the famous quality features 





step into vending and with increasing activity dis- Sot Beet 
tributors themselves have had to take their ma- ye 
chines out on location to prove to potential operators yr i 





developed by Spacarb...with new and 











exclusive additions. The least complicated 
the value of stepping into the vending business. cee 


multi-flavored dispenser ever offered. 
latest addition to the Rowe Spacarb line 


General Introduces Canned of 8, 4 and 3 flavor cup drink dispensers “ lif d . | d h ; 
Drink Vender : Simpli ied electrical ana mechanica 


General Vending Machine Corporation announced _ | components assure a minimum of service 


a new 4-flavor canned soft drink vender this week. | 
Called Can-O-Vend, it is priced at $395, handles | 
both cap-top and flat-top cans. 


and a maximum of performance, 





economy and profit. 





The unit comes in two models: a 6 and 12-ounce 
can style. The 6-ounce can model has a 152-can 
vending and 152-can pre-cool capacity; the 12- < 


ounce can machine accommodates 108 cans in vend- = 
ing and 108 cans in pre-cool compartments. Both A practical, handsome, field tested vendor Coren MART ale 
carry the same ei designed to conform with all safety and ee | 
The Can-O-Vend is an upright model; cans are sanitation requirements. A joy to operate. 
vended automatically via four separate coin mech- 
.. FACTORY 
anisms mounted on the left side of the cabinet. WILL BOOST PROFITS IN EVERY OPERATION : 


Optional cabinet colors are white, red, blue, light 
green, orange and yellow. For details on the D-600 and other Rowe ~ 


P , . ‘ , , Spacarb Cup Drink Dispensers—Write Today! 
The vender is 54 inches high, 30 inches wide, ” P . 


25 inches deep. It weighs 380 pounds. Vending | ol =. 
racks are loaded from the front by rolling cans | ROWE SPACARB, INC. 





into position. Factory and Sales Office: 375 Fairfield Avenue, Stamford, Conn. 
Optional coin mechanisms include nickel, dime, dp DIVISION OF 
quarter operation. Odd-cent (6 and 11), 15 and | o MANUFACTURING COMPANY, INC 
’ e 











20-cent operation requires dual coin chutes at $5 ieee 


extra per coin slide (or $20 extra for the full America's Automatic Merchandising Family 


selectivity range). 













Prior to introducing the new line, General Vend- 






Member: National Automatic Merchandising Association « National Associatidn Tobacco Distributors * Dairy Industries Supply Association » International Popcorn Association 
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A great step rorward 





















in beverage bottling!” 


-+»-THAT’S WHAT THEY ALL SAID 
AT THE ABCB SHOW! 


THE NEW 


Write for details and 
literature on the Cem 
Uni-Blend Bottling 
System . . . the latest 
development in uniform 
blending and filling of 
carbonated beverages. 





Crown Cork & Seal Company, Inc. E> Machinery Division « Baltimore 3, Md. 














venders. 


Cole-Spa Units Available For Every 
Location 

A new standard of the industry that is prac- 
tical for most locations is the new Cole-Spa 6 man- 
ufactured by Cole Products Corporation, Chicago 
3, Illinois. 








The famous Cole-Spa 3 unit, long consid- 
ered the Cadillac of 3-drink units, offers 
3 carbonated selections with 2000 drinks 
from 3 syrup tanks and 1200 cups. 





This cup type vendor can dispense 1200 cups 
with 2500 drinks (4 syrup tanks) with a combina- 
tion of 6 carbonated and non-carbonated selections. 
The unit features an all-welded steel chassis and 
stands 67” high, 29” wide and 24” deep. This model, 
as well as other units in the Cole line are available 
with the illuminatc2 “Thirsty” sign or standard 
mirror. 

Standard equipment on all Cole venders is the 
Tru-Mix drink throw, the Duotonic tap (up to 4.2 
volumes), Microtheric refrigeration, all-welded steel 
chassis and interior service light for easy main- 
tenance. 

Cole-Spa units now include the Cole-Spa 3 which 


? 


offers 3 carbonated drink selections, the Cole-Spa 
5 with 3 carbonated and 2 non-carbonated selec- 
tions, the Cole-Spa 6 offering a combination of 6 
carbonated and non-carbonated selections and the 
DeLuxe Cole-Spa 8 with a combination of 8 car- 


bonated and non-carbonated selections. 
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Rowe-Spacarb Shows New Line 
Rowe-Spacarb, Inc., newly-formed division of the 
Rowe Manufacturing Company, displayed two new 
items at the NAMA convention held recently in 
Washington, D. C. The two new products shown 


ml 





The Spacarb Industrial Model sports two 
stainless steel door columns to offer super- 
protection against severe usage in factor- 
ies and other heavy traffic locations. 





in addition to the regular line of Spacarb cup drink 
venders—the new Auto-Snak front designed for 
Rowe equipment, and the Spacarb 600, lowest priced 


vender in the Spacarb line—were viewed with con- | 


siderable interest at the show. 

Listing for $895, the 600 is a simpler version 
of higher-capacity units in the line. The vender 
offers three selections, has a 600-cup capacity and 
four one-gallon and two three-gallon tanks. A fourth 
selection—non-carbonated—may be added with the 
installation of another water valve. Refrigeration 
for this unit is provided by a three horsepower 


The development of this new system is a con- 
tinuation of the company policy established by 
Ideal Dispenser Company to give bottlers what they 
want and need to do a better job in their cold 
bottle business. According to T. G. Thompson, gen- 
eral sales manager, “We have no plans for replac- 
ing our standard packaged system which is still 
proving to be the most efficient, most economical and 
most dependable refrigeration system available for 
venders. We have had requests for a high capacity 
system from bottlers placing venders in locations 
where dust and lint are heavy and where heat and 
humid conditions are far above normal,” he stated. 

The new systems have been field tested for over 
two years and have proved highly satisfactory. The 
packaged refrigeration system known as Model 
1D-25-M is now available for immediate delivery. 


New Automatic Beverage Vender 


A new automatic beverage vender has been an- 
nounced by the Shanner Equipment Co., La Grange, 
Illinois. Called the Milk-O-Man, the unit can dis- 
pense 150 cartons or bottles measuring not over 
4-inches square*by 10-inches high in size. This in- 
cludes milk containers from 1% pint to 14 gallon. 
It also stores 100-44 gallons or 200 quarts beneath 
the dispensing area. 


The Milk-O-Man is built primarily for use out- 








Kelvinator unit. Placement of the tanks inside the 


cooler compartment makes the unit two degrees 
cooler than other models, according to the firm’s 


engineers. 


High Capacity Packed Refrigeration for 
Ideal Selective Venders 

This new, high capacity, special purpose, pack- 
aged refrigeration system was designed for loca- 
tions where Ideal selective venders are subjected to 
extremely dirty, hot and humid conditions. 
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Suggest 


YEAR ROUND LIVING 
in CHRISTMAS GIVING 
with 





PROGRESS PORTABLE COOLERS 
| 9 


nerease your beverage sales while you increase your 
customer's profits and his good will. Suggest a Christmas 
of progress with Progress Portable Coolers. 


SB efore you decide . . . compare. You'll find that in 
quality, style, and price, Progress offers more for the 
money. And, you can be sure that you are not risking 
customer confidence and future sales through handling 
inferior products. 


Write for 









free circulars. 


THERE’S PROFIT IN 
_ 





doors, although it has been tested for both indoor 
and out-door installation. Compact size of the unit 
without a sacrifice in capacity is said to reduce 
operating costs and cut the purchase price to a mini- 
mum figure. 


Pepsi Cola Talking Price to 
Vending Machine Operators 


Pepsi-Cola’s cup vending division is talking price 
in its sales push aimed at operators. Along with 
an order blank, a typical mailing to an operator 
includes a sales piece pointing out the price advan- 
tage of Pepsi-Cola syrup over that of the competi- 
tive cola. 

This latest sales promotion is 
points: 

1. Pepsi-Cola costs $1.25 per gallon on Pepsi’s 
direct selling plan to the operator, compared 
to $1.68 per gallon for the nearest comparable 
cola. 

Pepsi-Cola provides 128 drinks per gallon, 
compared to 115 drinks per gallon for the 


based on two 


bo 


nearest comparable cola. 
The mailings emphasize the “extra benefits” of 
vending Pepsi-Cola under the special cup vending 
machine finance plan, quantity buying of cups in 
behalf of the operator, point-of-purchase advertis- 
ing for the operator. 


MODEL A-1 
CAPACITY: 
full case of 
bottles plus 
ice. Removable 
food tray. 





MODEL A-4 
CAPACITY: 
Ye -case of 
bottles plusice. 
Removable 
food tray. 





REFRIGERATOR CO., LOUISVILLE, KY. 
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(lapuic (Of. refreshes without filling 


W:: THE MODERN WOMAN counts her gifts this year, 
Wren find that the finest and most precious of 
them all is a gift she has given herself. 


It is a gift that will win her more admiration than the 
costliest of furs or jewels. A gift of lasting youth, of 
better health and longer life. 


It is her modern, slender figure. Her reward for her 
own good sense in diet, for avoiding the over-rich and 
over-heavy in favor of food and drink that are lighter 
and less-filling. 


Hers is the wholesome modern taste for which Pepsi- 
Cola is made today. It is because of her, and her count- 
less men-folk who follow her sensible example, that 
today’s Pepsi is light, dry (not too sweet), reduced in 
calories. 


It is the modern, the light refresh- 
ment, for today’s way of living. It 
refreshes without filling. This hol- 
iday season, drink Pepsi-Cola, serve 
Pepsi-Cola whenever refreshment’s 
called for. 


| Announce New NaVenco DeLuxe 


Cup Vende; 


The NaVenco “Magic Flow” DeLuxe 3-drink ven- 


| dor is claimed to be one of the easiest machines on 
| the market to service, according to statements from 
the NaVenco Manufacturing Company of Dallas, 
| Texas. 


Featuring the newest type carbonator which in- 


| sures delivery at 3.5 carbonation for each and every 


Specificaticns for the NaVenco DeLuxe 
vendor are 33” wide, 30” deep and 70” 
high. The weight of the machine is 600 
pounds. Tough steel construction and 
beauty of design add up to long life and 
trouble free operation. 





” 


drink, this cup vendor also has a “magic-flow 
syrup and water system. Iudividual syrup and water 
spouts of stainless steel guarantee perfect homoge- 
nizing of the drink under proper sanitation con- 


ditions. 
The recovery of 4 gallons of water and the entire 
syrup supply are all pre-cooled to guarantee the 


| coldest and most uniform drink. Drinks at 36 de- 


grees F. in the cup are constant because of the 
refrigeration system and the truly all-weather 
cabinet. 

Lower maintenance costs are stressed by the 
manufacturer because of the superior construction 


| of the NaVenco De Luxe vendor. This unit is dis- 
tributed by the NaVenco Manufacturing Company 


with a guarantee that parts for this model will be 
available for a period of 10 years. 





| (Continued on Page 63) 
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SPIRITED PROMOTIONS 
* SQWRT 


REG s 


2 WAYS 


Spirited promotions jump Squirt volume during the 
Holidays 


Promotions built around: 


both as a mixer and as a beverage. 


Drinks are lighter... tastier mixed with Squirt — 
the exclusive TANGalized HIGHBALL MIX. 


Promotions built around: 

Squirt as refreshment Junior-Style has that fresh 
clean taste so wonderful in sodas, shakes or a 
beverage. 


So--why not make 


NEW YEAR |__| | RIGHT} 


a as 


Inquire Today Abeut the Squirt 


a resolution to Switch to 


Squirt in °55! 


a C ee 


Franchise in your Territory. 


THE SQUIRT COMPANY 
4610 Van Nuys Bivd., Sherman Oaks, Calif. 
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WESTFIELD SHEET WETAL WORKS. INC 


“The finest 
soft drinks 
elways come 
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Tennessee Bottlers Plagued By 


Prospect Of Soft Drink Tax 


Convention program includes election of 
new officers and discussion of problems 


facing soft drink 


Gowcwent with the closing session 
of the annual convention of the Ten- 
nessee Bottlers of Carbonated Bever- 
ages held at the Hermitage Hotel in 
Nashville, Tenn., on October 17th and 
18th, local newspapers carried a re- 
port from the Tennessee Legislative 
Council that the state government 
needs $26,000,000 additional income 
in 1955 and, in its preliminary re- 
port, suggesting among other means, 
a tax levy on soft drinks similar to 
the one now in force in South Caro- 
lina. 

Calling for a 76-cent tax per gal- 
lon of syrups, 1 cent for 12-ounce 
bottled drinks, and 1 cent for each 
5-cent fountain drink, if the proposal 
of the interim council is followed, the 
Tennessee legislature, meeting in 
January, 1955, would increase the 
take on soft drinks from $250,000 to 
$300,000 to from $4,700,000 to &6.- 











NEW OFFICERS 

New officers of the Tennessee Bottlers 
are: front row, left to right. M. C. Jolly, 
retiring president and chairman of the 
new board; L. William McNuit Jr., presi- 
dent: back row, J. Roy Carter, vice 
president; L. L. Griffin, re-elected secre- 
tary-treasurer. 


December, 1954 


bottlers in 1955 


500,000 annually. The council report 
cites the South Carolina review and 


that of West Virginia which calls for 


80 cents per gallon of syrup, 1 cent 
per 16-ounce bottled beverage, and 
1 cent on 5-cent fountain drinks. 

Indications are, however, that the 
bottlers are going to be ready. The 
interim legislative council, elected at 
the 1953 session of the legislature to 
plan for the 1955 session, is some- 
thing new. The new set-up gives a 
three-months advance warning of 
what business and industry of the 
state faces in the way of adverse leg- 
islation. The incoming Bottlers Asso- 
ciation board of directors discussed 
in detail a plan of action against tax 
increases, calling for the employment 
of legal counsel by the Association. 

New officers elected were: L. Wil- 
liam McNutt, Jr., Dr. Pepper, Nash- 
ville, who served last year as presi- 
dent of the Tennessee Valley Dr. Pep- 
per Association, was elected presi- 
dent, succeeding M. C. Jolly, Jackson, 
who becomes chairman of the board; 
J. Roy Carter, Jr., Royal Crown, 
Jackson, was elected vice president 
and L. L. Griffin, Coca-Cola, Johnson 
City, was re-elected secretary-treas- 
urer. 

Although this was a convention 
program without the usual panel dis- 
cussions, considerable interest was 
indicated about most of the vital prob- 
lems facing the soft drink bottlers. 
Intentionally, the emphasis was on 
business development and sales, with 
W. W. Clements, vice president and 
general sales manager for Dr. Pepper, 
Dallas, Texas, serving as keynote 
speaker. Mr. Clements brought along 
with him J. A. Barfield, Southeast- 
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F 4 2-0z ROOT BEER 
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As Good As Any 4-oz. Product 
On The Market... Better Than 








Look At These Features: 


e ONE GALLON flavors and colors 
64 GALLONS finished syrup! 


e CREAMY, FULL FLAVORED 
with a beautiful head! 


e SAVES FREIGHT, SPACE 


and other extra costs! 


It costs you nothing fo try it! 
Write for a FREE sample... 


WHITTLE & MUTCH 


INC. 


176 W. YORK STREET 
PHILADELPHIA 33, PA. 










ALSO A FULL LINE 
OF TESTED, 


QUALITY FLAVORS 







ESTABLISHED 1892. 















































































Towmotor Upending Roll Clamp lifts, turns and high-stacks 
rolls mechanically. Cuts handling time and costs up to 80%. 
* 
Towmotorize your handling problems 


On certain jobs, a job-planned Towmotor performs more efficiently and 
more economically than fork-equipped lift trucks. Write for Certified Job 
Studies giving facts on materials handling savings in your industry. 


TOWMOTOR CORPORATION, Div. 6212, 1226 E. 152nd St., Cleveland 10, Ohio 










FOR FAST ACTION—See your nearby Towmotor Representative. He’s a materials 
handling specialist. His factory training will show you the quickest way to attain 
maximum handling efficiency at minimum cost. 














ern zone manager, James Gee, mer- 
chandising manager, and Les Helm, 
manager of Zone 12, for the Dr. Pep- 
per organization. 

The demand for drinks in cans, 
other than the larger containers for 
family picnics, etc., is not very strong, 
according to Mr. Clements, who an- 
nounced, however, that Dr. Pepper, 
at the moment, is testing a can at 
St. Louis that manufacturers say will 
keep drinks in good condition for as 
long as 9 months. 

The speaker gave five facts and two 
suggested steps for bottlers to con- 
sider in facing a future that looks 
altogether bright for the soft drink 
industry. These were: 

“Fact No. 1. The population of the 
country continues to grow, increasing 
by 19,500,000 between 1940 and 1950, 
with 175,000,000 to 180,000,000 by 
1960. This means more customers for 
drinks. 

“Fact No. 2. People are living 
longer, 20 to 25 years longer. That 
means a customer for soft drinks that 
much longer, individual customers 
count more. 

“Fact No. 3. Our industry is not a 
passing fancy, a fly-by-night enter- 
prise. Soft drinks are not a luxury, 
but a fixed habit, an American tradi- 
tion, a part of our way of life. 

“Fact No. 4. The soft drink business 
in this country is underdeveloped, 
with per capita consumption of soft 
drinks only 8.2 gallons annually, as 
compared with 16.9 gallons of beer, 
37.7 gallons of milk, and 29.3 gallons 
of coffee.” 

This state of affairs, according to 
Mr. Clements, calls for two plans to 
be made. 

“Step No. 1. Plan for your own in- 
crease in productions and sales—get 
your share. 

“Step No. 2. Build an organization 
that will reflect credit on you and on 
the industry of which you are a part. 
Competition in business is healthy. 
Don’t worry about what your com- 
petitor may be doing. Put all your 
time and energy in building your own 
business. It is impossible to get kicked 
in the rear by a man in front of you.” 

Tom Baker, assistant secretary 
A.B.C.B., Washington, D. C., in his ad- 
dress emphasized the aid to the indi- 





ee 


W. W. “Foots’” Clements, Dr. Pepper. 
Dallas, painted a bright picture for soft 
drink bottlers and urged them to face 
their future with optimism. 





vidual bottler afforded by state and 
national organizations, calling it the 
“Third Hand”. Joseph C. Feagley, 
vice president and general manager, 
Glass and Closure Division, Arm- 
strong Cork Co., Lancaster, Pa., dis- 
cussed the latest developments in this 
most important field to the bottler. 
Jim Douglas, president, brought 
greetings from the Tennessee Boost- 
ers and response was given by Jim 
Carlen, Coca Cola, Nashville. 

Al Beaman, Seven-Up, Nashville, 
former A.B.C.B. president, gave an in- 
formal cocktail party for the new 
officers and directors of the Associa- 
tion, and all the bottlers were invited 
guests of the Tennessee Boosters for 
a party at the Plantation Club 


NEW DISTRIBUTOR FOR MOXIE 





Orville S. Purdy of The Moxie Company. 
Needham Heights, Mass., has made known 
the appointment of the Warwick Club Gin- 
ger Ale Co., Inc., of West Warwick as bot- 
tler and distributor of Moxie for the Rhode 
Island area. Shown here signing the new 
contract are O. S. Purdy and Frank D. 
Orvitt of Moxie, and Frank B. Baker and 
Willard S. Gleason of the Warwick Club 
Ginger Ale Co. With the addition of the 
new, sugar-free, non-fattening Moxie, de- 
mand for both types of Moxie has sub- 
stantially increased in Rhode Island as to 
require this new facility for larger and 
broader distribution of these popular bev- 
erages. 
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Tennessee Valley 
Dr. Pepper Bottlers 
Hold Fall Meeting 


7 ue Tennessee Valley Dr. Pepper 
Association, about one hundred strong, 
held its semi-annual, fall meeting at 
‘the Hermitage Hotel on Sunday, 
October 17th, with the election of 
officers and some excellent talks on 


management and sales problems. Be- 
fore the group left Nashville, local 
papers carried the preliminary report 


of a special Legislative Council which 
proposed a tax on syrups, bottled 
drinks and fountain drinks, similar 
to that already in force in South 
Carolina and West Virginia, and which 
would cost the bottlers from $4,700,- 
000 to $6,500,000 annually, instead of 
$250,000 to $300,000 as at present. 

At the closing session, Ed. Davis, 
McMinnville, was elected president, 
succeeding L. William McNutt Jr., 
Nashville, who was later elected presi- 
dent of the Tennessee Bottlers of Car- 
bonated Beverages, C. B. Smith, 
Clarksville, was elected vice president, 
and James Smelling of Knoxville, sec- 
retary and treasurer. 

W. W. Clements, vice president and 
general sales manager of the Dr. Pep- 
per Company; Les Helm, Southeastern 
zone manager; J. A. Barfield, man- 
ager of zone 12 and James Gee, mer- 
chandiser, were all present from the 


home office at Dallas, Texas 


ELECTED OFFICERS 


New 1955-56 officials for Tennessee 
Valley Dr. Pepper Association (left to 
right): Ed Travis, McMinnville, presi- 
dent; C. B. Smith, Clarksville, vice- 
president; James Smelling, Knoxville. 
secretary and treasurer; and L. William 
McNutt Jr., Nashville, retiring president 
and chairman of the board. 
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PALE DRY 


Ginger At Its Best! 


What’s to crow about? 


Plenty! Plenty of flavor... 





plenty of quality... plenty of sales 
appeal. Find out for yourself, 
write for samples. 





SALIENT FLAVORING CORP. 


45 Suffolk Street, New York 2, N. Y. 


OUR 25th YEAR OF QUALITY FLAVORS TO THE TRADE 


46 





NEW OFFICERS OF 
FLORIDA BOTTLERS 


Left to right: Harry Robin- 
son, secretary - treasurer, 
Coca-Cola Bottling Com- 
pany, Pensacola; 
Hughes, president, 
Crown Bottling Company, 
Tampa; Henry Vickery, 
vice president, Coca-Cola 
Bottling Company, Panama 


Optimism Marks Florida Bottlers 
36th Annual Convention 


Artificial sweeteners and canned soft drinks 


provide interesting discussions at Tampa meeting. 


A nmony and optimism were the 
keynotes when the Florida Bottlers 
of Carbonated Beverages held their 
36th annual convention in Tampa on 
October 17th and 18th. The conven- 
tion attracted a record-breaking reg- 
istration of 237 members. 

LeRoy Collins, Florida’s Democratic 
nominee for governor, highlighted the 
first note of optimism when he ad- 
dressed the convention during the 
opening session. After praising the 
members of the carbonated beverage 
industry for their interest in good 
government and their unselfish par- 
ticipation in community affairs, he 
stated that he saw no need for a tax 
on soft drinks for the next two years. 
With a healthy surplus in the state 
treasury, Mr. Collins said that antici- 
pated revenue from existing sources 
would be sufficient to meet the state’s 
obligations. 

Although no controversial issues 
raised their heads during the two-day 
convention, artificial sweeteners and 





SPEAKERS 


Left to right: T. A. King, 
American Can Company. 
Tampa; Dr. Karl Beck, Ab- 
bott Laboratories, Chicago: 
Neil Kelly, Sugar Informa- 
tion, Inc., New York; R. L. 
Cheney, Glass Container 
Manufacturers Institute. 
New York; John J. Riley. 
American Bottlers of Car- 
bonated Beverages. 





carbonated beverages in cans aroused 
the most interest. These two subjects 
were well covered during a panel dis- 
cussion moderated by John W. Hole- 
man, Pepsi-Cola Bottling Company, 
Jacksonviiie. The spirited discussions 
indicated the great interest in these 
two developments in the industry. 
Dr. Karl Beck, Technical Service 
Representative for Abbott Labora- 
tories in Chicago, spoke on “Artifi- 
cial Sweeteners for Carbonated Bev- 
erages”. He said that the carbonated 
beverages industry is keeping pace 
with the widespread interest in cal- 
orie content. He discussed the work 
being done with a number of arti- 
ficial sweeteners and said that experi- 
mentation is being conducted at an 
accelerated pace. He assured his au- 
dience that special dietetic beverages 
will not cut into the sale of sugar- 
flavored beverages but would provide 
an additional source for sales. The 
trend in the industry is toward more 


emphasis on artificial sweeteners to 
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hold a segment of the market that 
would otherwise be lost to carbonated 
beverages. He cited the activities of 
a number of Florida bottlers who are 
cultivating the dietetic market; pre- 
dicted that many more bottlers would 
enter this field. 


Carbonated beverages in cans took 
the spotlight with Ted King of the 
American Can Company, Tampa, 
leading the discussion. King said that 
the flat top can has been found to be 
the most suitable can for holding car- 
bonation. The flat top can was also 
credited with a price advantage that 
would enable more bottlers to enter 
the market with canned carbonated To me, Orange- CRUSH is the 
beverages. Although the trend is soft drink that has the greatest 
toward carbonated beverages in cans, anern ——, ane 
1 ie ere " y today. as already played an 
Mr. King assured the bottlers that important part in the growth of 
there remains much education and our business. I want to compli- 
ment the people at Orange- 
CRUSH for the high degree of 
cooperation and sales assistance 
share of the market. Some markets they have given us. I am for 
Orange-CRUSH 100%.” 


— Charles Allen 


promotion to be done before canned 
beverages could enjoy a_ profitable 


will be tougher to crack than others, 
said Mr. King, and in some markets 
the price disadvantage will not allow 
cans to gain a toe-hold. 


Other speakers who participated in 
the Panel Forum were Neil Kelly, 
vice president, Sugar Information, 
Inc., New York, who spoke on “Sugar g uU Cc Cc - & ee is os a BOTT L a ee 
in Carbonated Beverages,” and Rich- a 
ard L. Cheney, Director of Market 
Research and Promotion, Glass Con- 
cinor ‘ Pan tare we. . — 
aimee peso arg A soriemistne se has bottled Orange-CRUSH from the very first year he went into business. 


erages in Glass. When he started out in 1919, his equipment consisted of a horse and wagon, 


The Industry’s Job” was discussed a foot power bottling machine, and a tub with a brush to wash the bottles. 
during the Monday morning session 


by John J. Riley, Secretary, Ameri- The Allen Bottling Company now has one of the most modern and up-to-date 


can Bottlers of Carbonated Beverages. bottling plants in the middle west. Mr. Allen feels that Orange-CRUSH 





Riley told the convention about the 
industry’s fight on unfair propaganda. has contributed an important part to his success. 
He said the fight is being carried on 
vigorously not only at the national 


level but that many state and local Orange-CRUSH Company « 318 W. SUPERIOR ST., CHICAGO 10, ILLINOIS 
associations had been able to do ef- 
fective work to combat vicious cam- From a Gallery of Orange-CRUSH Bottlers 


paigns against the industry. Mr. Riley Henry J. Baumeister Otis Maffett Arnold W. Taylor William C. Caulfeild Wilbur Horton 


also outlined the educational and pro- Kewaunee, Wisc. Shreveport, La. 













motional work being carried on by 
A.B.C.B. 


Also featured as a speaker during 
the convention was J. S. Kelley, pres- 
ident, W. H. Hutchinson & Son, Inc., 
Chicago. Kelley delivered an inspira- 

































Worcester, Mass. Jackson, Miss. Washington, N. C. 






































































MT. EVEREST “~ 


Mount Everest... world’s highest peak... 29,140 feet high. 
Named in honor of Sir George Everest who determined its 
height by trignometric survey in 1841. 

How many adventurers met death on Everest’s icy crags will 
never be known. In the seven officially recorded expeditions at 
least seventeen men died. 

Victory came on May 29, 1953. Edmund Hillary, a tall and 
lanky New Zealand bee-keeper, and Tenzing Norkey, a stocky 
Sherba tribesman, conquered the treacherous ice and rocks, the 


fog and wild winds in rarified air...and reached the summit. 
‘ 





Trying to make Hutchinson Crowns better is the day-in-day- 
out project of our Research Division. We shall always keep 
trying. Meanwhile you are safe in believing that Hutchinson 
Crowns of today are “Tops for Good Drinks”, 








J06 YEARS 





OF SERVICE 
CROWNS ae 
- INDUSTRY 


W. H. HUTCHINSON & SON, INC. 
Chicago 51, Illinois 





1031 North Cicero Avenue * 















tional message titled, “Prescription 


for Living.” 





B. C. Hughes, secretary-manager 
of the Royal Crown Bottling Company 
in Tampa, was elected president of 
the Florida Bottlers of Carbonated 
Beverages. Henry Vickery, Coca-Cola 
Bottling Co., Panama City, was elected 
vice-president and Harry L. Robin- 
son, Coca-Cola Bottling Company, 





| Pensacola, was re-elected secretary- 
| treasurer. 


New members elected to the Board 
| of Directors are Clay Thompson, 
| Canada Dry Bottling Company, Tam- 
| pa; Mrs. Alma Sykes, Coca-Cola Bot- 
| tling Company, Tarpon Springs; Bud 
| Protiva, Coca-Cola Bottling Company, 
| Tampa; and Charles R. Hiltee, Fros- 
| tie Bottling Company, Jacksonville. 
| Holdover directors are George C. Bu- 
| chanan, Jacksonville; David Early, 


Ft. Lauderdale; L. D. Hayward, 
| Ocala; Frank M. Henderson, Plant 
City; J. N. Hutto, Tallahassee; R. A. 


| McCarthy, Jacksonville; R. M. Saw- 
| yer, DeFuniak Springs, W. UH. 
Thomas, Orlando. 


| The Boosters Club was very much 
| in evidence during the convention. 
The club hosted the cocktail parties 
| on the two evenings of the conven- 
tion. The Boosters Club also elected 
| officers. They are D. P. MacLeod, 
Armstrong Cork Company, Jackson- 
| ville, president; H. H. McClanahan, 
| Wyandotte Chemicals Company, 
| Miami, vice president; and James 
Stewart, Riverside Manufacturing 
Company, Moultrie, Georgia, secre- 
tary-treasurer. 

The site for the 1955 convention 
will be selected when the new board 
of directsrs of the Florida Bottlers 
of Carbonated Beverages meets in 
April. 


Date of POPAI'S Forum Changed 


| to January 26, 1955 


The date of the Point-of-Purchase 
Advertising Institute’s first merchan- 
dising forum on_ point-of-purchase 
advertising has been changed from 
December 8, 1954 to January 26, 1955, 
at the Hotel Roosevelt, New York 
City. 
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MODERN MATERIALS while her mind’s on her waistline 
HANDLING 


(The second of a series of four articles) | 






sell her your own 







-sweetened 






By LYNN E. LaGARDE 
Engineering Department b evera Qq es 


The Coca-Cola ‘Company 











2 ow, having discussed the labor savings that can Bathroom scales do a daily job of reminding overweights about 
be effected in the bottling room, let us turn our 






SucaryL—the non-fattening way to satisfy that ‘“sweet-tooth”. This 






attention to the stock room, where there are perhaps 
even greater possibilities of increasing our efficien- means a dietetic market that actually sells itself on buying— 
— day after day! 


In our study of the stock room, we will examine 








the various case handling methods in general use Ls 
today and their route truck loading systems. This is a big market . . . a fast-growing market. More important it is 







But first, let us generalize a little about case a pre-sold market. Most people know about SucaryL. They’ll shop for 
handling principles. 






















By 


Because the rate of sales varies widely from day SucaRyL-sweetened products, they’ll pay more for them—and they’ll 


to day, and because the time of production and the come back for them, week after week. 
time of route truck loading do not usually coincide, 
it is necessary that there be stock rooms to act as a 


| cushion, between production and sales. To remove Have this market shopping for your line of non-fattening beverages. 
: cases from trucks, place them in stock and handle Right now, timing and public interest are in your favor. Start by 
. 4 them to production and back again, and final re-load- . a ‘ 
getting the facts, today. Send for a free copy of “Making the Most w 


ing onto route trucks requires a _ considerable 
amount of handling. In order that this handling of the Dietetic Market with SucaRyYL.’’ Write to: Chemical wo 
i may be performed as economically as possible, it nie,” ‘ , at 
: : , fe Sales Division, Abbott Laboratories, North Chicago, IIl. + 
should be seen that cases are handled only the mini- 
mum number of times, consistent with the use of @Cyclomate, Abbott 
the minimum number of men. 
Here are a few general suggestions that will be 


found helpful in accomplishing these objectives: le 


. Eliminate all unnecessary case ha ing. Whe = 
1 Eliminat ll unnecessary case handling. When | Aa airs 
a case is moved other than those movements that GF 7 wer ™ 
are absolutely essential to complete the truck to LA) ‘ hf A /\/ efit 
— ‘ - } VAS Ad \ A ih b; 
truck cycle, efficiency is generally sacrificed. Lf ais 
- . 2. Do not cause men to carry cases. To require i Fo 4 
that a man pick up a case and walk with it is ex- 


tremely uneconomical. 





) 


3. Do not pile cases too high. Seven for platforms 
\ or pallets and ten for floor stock is a general figure. 

4. Maintain conveyors at optimum heights. Ex- 
perience has shown that conveyor heights and the 
efficiency of handling cases on and off them is closely 
related; an average of 34” for empty goods, and 
251” for full goods conveyors. 


5. Provide for direct handling of cases between S 
trucks and production. This advantage can be very 


much overrated and will be discussed later. 














6. Provide for all normal functions. The removal 
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of straws and napkins from bottles, the culling of 
broken cases, the removal of foreign matter from 
the cases, the sorting of bottles and cases in multi- 
flavor plants and the many other small itinerant 
duties are all a regular part of the case handling 
operation and must be properly provided for with a 
view to economy. 





4 Gy etd ry sock rem 
ae pence ee ible 
2 High fate ee im existing uhtngs 


CONVEYOR 
Of CASES (MINUTE 





Fig. 12 Fig. 13 


Let us now discuss the platform system of case 
handling shown. Examine the number of case han- 
dlings and the number of men that would be re- 
quired to perform these duties. In order that all the 
examples are truly comparative, we are assuming in 
this typical layout, as in all the others that will 
follow, that the production speed is 150 bottles, or 
6144 cases per minute. We also are including the 
truck loading crew so that the illustration demon- 
strates the complete cycle. (Fig. 12.) 

In this example, we have one case handling per- 
formed in moving the case out of the truck on to 
the platform. With 70 cases to each platform, we 
have 1/70 of a case handling in transferring the 
platform to empty goods storage. A further 1/70 
of case handling is performed in moving the plat- 
form to the production point and one case handling 
in transferring the case from the platform on the 
production conveyor. 

As the full cases progress down the production 
conveyor, we have one case handling in removing 
the case from production to the platform; 1/70 in 
moving the platform to the full goods stock; 1/70 
in moving the platform to the loading dock, and one 
case handling in handling each case from the plat- 
form to the truck. A total of 4-4/70 case handlings 
in all. 
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The number of men to perform these case han- 
dlings would be two truck loaders, one stock room 
man, and assuming a maximum working efficiency 
' of 12% cases per minute for handling fulls and 




























i ff empties, one additional man at the production con- 
veyor. A total of four men. 

| Let us now look at a conveyor installation with | 

i \y the same production capacity. (Fig. 13.) 

, One case handling moving the case from the truck 





to the conveyor. A further handling from the con- | 
veyor to the floor; one case handling back on to the | 
g empty goods conveyor to the washer loader. As the | 
rt full goods approach on the conveyor, we have one 
case handling from the conveyor on to the floor, one 
; handling from the floor back on to the conveyor to 
| the trucks, and one handling from the conveyor into 
( the truck. A total of six case handlings. 
The number of men are: two men unloading and 
} loading the truck, and assuming an optimum stock | ; 
| room handling speed of 121% cases per minute, we o 5 
have one stock room maior a total of three men. There is (] HERMAN BOTTLERS BO NY 
A word here about the stock room man. We are A 
not concerned so much with the actual men in the f T f ration 
operation shown, but rather utilizing these men at or every ype 0 ope 


their optimum effective work speed. Obviously, in 





this layout one man could not be placing empties on The HERMAN BOTTLERS' Delivery Body is built specifically for the delivery of beverages 
the floor and at the same time be throwing fulls on whether it’s pallet loaded or hand loaded. The HERMAN BOTTLERS Body speeds up 
the conveyor, but would actually require two men loading and unloading operations, reduces driver fatigue, increases efficiency, and is a 

“Rolling Billboard” designed to advertise your product and your company. The HERMAN 
BOTTLERS’ Body is available in all possible sizes and styles to meet your particular 


requirements: 


each working at half their optimum speed. How- 
ever, for the purpose of this comparative analysis, 
we must assume that the layout will be such that 






each man will be used at his maximum effective 









working speed. 









We now come to another system of case handling 






The chassis frame is dropped in front of and behind the rear wheels ap- 
proximately 12 inches. This lowers the load space to approximately 


ADVANTAGES ~ rene ; 20 inches from the ground. 


i , y fe ; ADVANTAGES: Much greater load capacity—pallet loads 7 cases high 
4. Quick truck turnaround aves : ; ‘ O O ... hand loads 8 cases high. Convenient LOW loading height eliminates 
DISADVANTAGES ~ were scrambling up and down for cases. Idea! for operation that is hand loading 
i Sodce fing : 7ES : now, but will palletize later. 
3.Can seldom be used in existing buildings 
4. Gammel ever be used for two story stock room — 


ORIVE —— THRU 
6% CASES /MINUTE 




































The floor of the body—the load space—is dropped in front of and behind 
the rear wheels. In this way most of the load is brought approximately 8” 
lower than on a straight frame body. Chassis frame is not dropped. The 
O O “DUBL-DROP" load is approximately 34 inches from the ground. 


ADVANTAGES: Normal capacity—pallet loads 5 cases high. 

































The entire load is up over the wheels. Chassis frame or body is not 
lowered. Load space is approximately 42 inches from ground. 


ADVANTAGES: Normal Load Capacity — pallet loads 4 cases high. 
Ideal for high loading docks 













Write, wire or phone us collect for complete specifications and details. FRanklin 1-5300 


HERMAN BODY co. 4400 CLAYTON AVE. ST. LOUIS 10, MO. 
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—the drive-thru system. In this type of case han- 
dling system, the route truck drives down an aisle 
between two rows of cases, stopping at the void be- 
tween the empty goods stock pile. Here the empty 
cases are unloaded and stacked on the floor, which 
is one case handling. From the floor, the cases are 
placed directly on to the conveyor, which is one 
further handling. These cases then proceed direct 
to the washer loader. The full goods traveling down 
the same conveyor are handled on to the floor, which 
is one case handling. From here, with the truck 
moved forward to the position shown, the cases are 
placed onto the route truck. A total of 4 case han- 
dlings. (Fig. 14.) 


Again assuming the maximum working speed of 
the operator, we have one stock room man stacking 
fulls and handling empties on to the conveyor and 
two route truck loading men, or a total of three men. 


The Coca-Cola bottling plant at Honolulu was one 
of the first plants to employ the pallet and lift truck 
type ef case handling system, an idea adapted from 
the Army’s material handling methods in the supply 
warehouses in the Pacific during World War II. A 
30 to 50 case pallet is generally used, but we assume 
for the purpose of our discussion a 40-case, or medi- 
um sized pallet. (Fig. 15.) 


The unloading of the route truck is accomplished 
by means of a fork lift truck, lifting the pallet of 
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40 cases of empties off the truck and handling it to 
the empty goods stock in one operation, or 1/40 of a 
case handling. From stock, cases are moved to the 
production conveyor, a further 1/40 of a case han- 
dling. At the conveyor, the cases are handled man- 
ually one by one, which is one further case handling. 
As the full cases from production roll down the con- 
veyor, they are manually loaded onto the pallet, 
which is one case handling; and from the produc- 
tion conveyor, they are moved by a fork lift truck 
to a full goods stock, which is 1/40 of a handling. 
From the full goods stock, the unit load of 40 cases 
is loaded directly onto the route truck, a further 
1/40 of a handling. A total of 2-1/10 case handlings. 

As route truck loading men are not required, the 
only personnel is one stock room man, who operates 
the fork lift truck, and one man at the production 
conveyor, a total of two men. 

No provision is made for the handling of what is 
colloquially termed “splits”, which is in effect the 
split load of fulls and empties which must be 
brought back to the plant, inasmuch as this is merely 
a redisposition of the pallets and does not affect the 
number of men required in the above example. 

No provision is made for the pulling of straws or 
removal of napkins or the emptying of trash or 
residue from the cases or bottles in any of the 
above examples, as this is an arbitrary detail which 
must be settled by the plant concerned. 
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Let us now compare these four systems of case 
handling. 

In this comparative analysis, the first thing we 
observe is that reducing the number of case han- 
dlings does not necessarily reduce the number of 
men. 

In these examples, the platform system shows 
4-4/70 case handlings and 4 men as compared to 
the six case handlings and 3 men in the conveyor 
type. 

It is obvious, therefore. that we cannot arbitrarily 
state that by reducing the number of case handlings 
we will necessarily reduce the number of men. 
Rather, what we must do is to confine our observa- 
tions to the actuai number of men that will be re- 
quired to operate any oie of the four systems. In 
the stock room layout shown here, we see that the 
pallet and lift truck operation is by far the most 
economical; offering a saving of two men as com- 
pared to the platform system and one man as com- 
pared to the conveyor or drive-thru system. 

Again, however, we cannot arbitrarily state that 
we will convert overnight and adapt a pallet and lift 
truck operation without first carefully weighing the 
advantages and disadvantages of each system and 
observing how they will affect our own particular 
operation. 


Firstly, the platform plant—Here we see that it 











Cizcumstances alter cases . . .” Beverage cases 


are no exception. Their size, shape and construc- 
tion features are determined by the physical charac- 
teristics of individual bottles. 

“Custom-made” beverage cases are correctly 
designed to suit your needs, thus reducing break- 


age to a minimum. 


THE GREEN COMPANY nc. 


265 Post Road — 
(Plant 


Darien, Connecticut 
Bellows Falls, Vt: 
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has the advantage of having low first cost, the equip- 
ment being limited to a few relatively inexpensive 
platforms and one or two jack lift trucks. 

It has the advantage of being completely flexible. 
That is, that a platform of full goods can be placed 
where a platform of empty goods would normally 
be, or vice-versa. 

This matter of flexibility is of importance in stock 
rooms. Because the quantity of fulls will generally 
increase as the quantity of empties decreases, stock 
room floor space is used to best advantage when it 
serves two purposes, that of full goods stock room, 
and empty goods stock room. Thus, we achieve 
100% fiexibility in use, permitting an efficient op- 
eration in less floor area. 

The principle disadvantages of a platform system 
are its high labor costs, its space wasting features 
with the platforms of cases limited to seven cases 
in height, its very slow truck turn-around time— 
a matter of an average of some 30 minutes—and its 
limitation to a one-floor stock room. 

Secondly, let us see what advantages a conveyor 
system offers. - 

With less men the labor costs must be lower. It 
can be used in a multi-story building. By stacking 
the cases ten high and by virtue of the narrower 
aisles, there is less space required than in the plat- 
form type plant. 


-uoze CASE PROFIT :. 


face of rising costs...that's 
why I bottle KIST'' 
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The primary disadvantages are that: It is not 
completely flexible, the piles of stock are required to 
be quite close to the conveyors, and in very few in- 
stances can a full case always replace an empty case, 
or vice-versa. 

It has a high first cost. Generally speaking, a one- 
floor type conveyor system fer a plant, as visualized 
in these layouts, would approximate $10,000 to 
$12,000. 

It cannot always be used in existing buildings, as 
the limitations of the conveyors are fixed and in- 
flexible and cannot always conform to an existing 
structure. 

With an average of 25 minutes for truck unload- 
ing and loading, this system has the disadvantage 
that it has a rather slow truck turn-around opera- 
tion. 

Perhaps we should add one further advantage to 
this system in that it is the only one of all the sys- 
tems shown where production ‘can be fed directly 
to the waiting route truck without any handling of 
the case. But as mentioned to you before, this ad- 
vantage is generally limited to the large multi-unit 
bottling plants with production speeds of 12 cases 
a minute or greater. Even with a production speed 
of 12 cases per minute, the time required to load a 
240-case truck would be about 20 minutes, with an 






Says John Kollar, Kist Bottling Co., Inc. Cleveland, O. 


"With the price situation what it is today, 
I'm mighty glad I have a KIST franchise. 
The KIST plan is tailor-made for present 
conditions in my market. Their complete 
line of flavors and strengths -- made 
right, priced right, and promoted right, 
makes my selling job easier. Citrus is 
always ready with personal advice on 
production and selling problems. If you're 
looking for a flavor line with healthy, 
steady sales and profits, look into a 


KIST franchise." 
Z 2 


Write for details, samples, territories 
Citrus Products Company, 11 E. Hubbard St., Chicago 11, Ill. 
Or, phone us collect wherever you are— 


Whitehall 4-5470 





equal time for unloading, or a total of 40 minutes 
for turn-around time. A secondary factor is that 
goods other than those in production at that par- 
ticular time, such as carton goods and flavors, must 
also be fed into the production line with its subse- 
quent demand on stock room manpower. 


With these thoughts in mind, you can readily see 
that what would appear to be the obvious advantage 
of direct loading from production to truck is not 
quite so obvious after all. 


2 ow let us turn our attention to the drive-thru 
(or third) system. Here the advantages are its low 
labor cost, its complete flexibility, because all the 
full goods in the stock pile are eventually replaced 
by empty goods, and, thirdly, its rapid truck turn- 
around time, a matter of some 14 minutes. 

Its primary disadvantage is that it does have a 
very high first cost. In a plant of this size, the 
probable conveyor cost would be somewhere in the 
region of $18,000 to $20,000, and due to the space- 
wasting characteristics of this type of stock room, 
we have found the building cost to be somewhere 
in the region of 1/7 higher to house this type of 
case handling system. 

Another disadvantage of a drive-thru system is 
that it can seldom be used in an existing building. 
The highly specialized demands of this type of lay- 
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out require certain fixed column spacing and large 
open areas for the various aisles of stock space. 

Of course, this method of case handling would 
never be used in a two-story stock room due to the 
fact that the truck could presumably never travel 
up to a second floox without substantial and costly 
structural alterations. 





1. Low plant labor costs. 

2. Low loading dock labor costs. 

3. Completely flexible. 

4. Reasonable first cost. 

5. Quick truck turnaround. 

6. Can use !'ft truck for other purposes. 

7. Additional case capacity in stock 
room. 

8. Additional ease capacity on route 
trucks. 

9. Stock room unobstructed by convey- 
ors. 

10. Quicker warehouse transport turn- 
around. 











Fig. 16 


The disadvantages of thi stype operation are 


listed below Fig. 17. 


To this list of advantages, perhaps we should add 
the additional advantage that, where cases can be 
stacked 12 cases high or over, this system fre- 
quently offers some space-saving characteristics. 
However, much of the advantage of height is lost by 
the large aisle spaces that are required for maneu- 
vering the fork lift truck in the stock room and truck 
loading areas, together with the separation of stock 
that is required to keep different packages and 
flavors in separate stacks for inventory purposes. 

The disadvantages of this type operation are 
(Fig. 17): 





. Not suited to 2-story stock room. 
Heavy floor needed. 

Split loads difficult to handle. 
Unsuitable for multi-flavor plants. 
Route truck difficult to check. 

6. Route trucks need remodeling. 


ot 
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Fig. 17 


As the pallet system of case handling offers so 
many advantages of labor savings, perhaps it would 
be well for us to discuss these advantages at greater 
length. 


1. Low Plant Labor Costs. Although some reduc- 
tion in labor costs can ke expected, it has not been 
found that a substantial reduction is achieved by 
using this method in comparison with either the 
platform or conveyor system. The labor of moving 
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a unit load of cases, whether it be on a platform or 
on a pallet, is, by and large, the same, and is only 
reduced by the use of motorized traction equipment 
which the pallet lift truck offers, thereby decreasing 
the travel time of moving the unit load. However, 
against this must be offset the fact that a pallet unit 
load is frequently less than a platform unit load— 
generally 30 to 50 cases in the former and 60 to 80 
cases in the latter. So we do not find a substantial 
saving, although there is frequently a small one due 
to the increased speed in handling the load. 


2. Low Loading Dock Labor Costs. Your method 
of loading and unloading the route trucks will vary. 
Some of you will have the salesman and helper un- 
load and reload; some have the helper only unload 
and reload; and yet others have a special loading 
crew to perform this laborious operation, and of 
course the amount of labor varies according to the 
seasonal surge of business. 


Let us now study the amount of labor that per- 
haps could be involved using both a conventional 


system and a pallet system. 


Fig. 18 shows the conventional route truck annual 
loading labor. A simple accounting of the loading 
labor at your plant can exactly determine the cost 
to you of loading your conventional type route 
trucks. You will notice that we refer to man hours, 
which is, of course, a fancy way of saying that one 
man works for one hour and is a general measure 
used by material handling specialists in their stud- 
ies of labor. We would suggest that you, too, use 
this measure in determining your costs. 


Now let us pause here just one moment and con- 
sider one other thing. Many of you will be saying 
that this will not apply to your plant because the 
salesman unloads and reloads the truck and there- 
fore the labor is free—but such is not the case. If 
the salesman and/or his helper unloads and reloads 
the route truck, then the salesman’s wages should 
be included in this estimate and also an amount in- 
cluded for the amount of case sales lost during the 
time that the salesman had to be in the plant un- 
loading and reloading his route truck. In this way 
it will be apparent that the unloading and reloading 
of your route trucks is being performed by the most 
expensive labor in your bottling plant. 


We had a total of $5,824.30, but we have not fin- 
ished, because we must add an amount for fringe 
benefits. Fringe benefits are, as you know, all those 
other costs (and there are many of them these days) 
that go along with the employment of labor. In 
other words if a man is employed for let us say 
$2,000 a year the cost to you is not $2,000 but an 
amount in excess of $2,000 by perhaps 20%. .We 
will deal in another slide with the breakdown of 
these fringe benefits by which you can arrive ac- 








LABOR COSTS — UNLOADING & 
LOADING ROUTE TRUCKS 


CONVENTIONAL ROUTE TRUCK 


ANNUAL LOADING LABOR 


Se, Man att .....ccccsscssssesees/hOur 
for 1,232 man hours ........cc0ccc00000.. 1,232.00 

i Man at ......................../hour 
for 2,417 man hours 00.0... $4,592.30 
} Radin Deena ae $5.824.30 
Add 20% fringe benefits ........ $1,164.86 

CCIE isin dacencesbidcoseicataovaued NIL 

2g. Re Renee OF « $6,989.16 


PALLET ROUTE TRUCK 


ANNUAL LoapING LABOR 
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EQuipPMENT— 
Fork lift truck operation for 770 
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(including maintenance, depreciation 
and insurance) ........... Waser Be Ff 
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men and wage per hour may be secured from the 
Engineering Department of The Coca-Cola Co. 











Fig. 18 


curately at your total cost in your own particular 
plant. In this particular instance, we have used 
20%, or a total of $1,164.86, and to this should be 
added the depreciated cost of your existing equip- 
ment. In this particular instance, and assuming that 
a jack lift truck and platform system are used, the 
cost to you will probably be nil because the cost of 
the jack lift trucks and platforms are low; and, 
secondly, the chances are that they are already fully 
depreciated. So we have a final annual total using 
this old system of nearly $7,000.00. 


Now let us examine what the annual labor costs 
will be using a pallet system. You can estimate the 
number of man hours to load your fleet by assuming 
a 15-minute truck loading time and then divide the 
average number of days that the trucks are operat- 
ing in the year by 4 and we arrive at the probable 
number of hours that it takes one lift truck to un- 
load and reload your route truck fleet with a small 
amount estimated for daily reloads—or a total cost 
of $962.50. Again, we must add a figure for fringe 
benefits—$192.50—a total of $1,155.00. The equip- 
ment will be new and not depreciated and I have 
estimated the cost of its operation unloading and 
reloading the fleet and include maintenance, depre- 
ciation, and insurance—a little over $400.00 per 
year, a total figure of $1,564.11. (Fig. 18.) 
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Anchorglass® Beverage Bottles 
are available in all standard styles and capaci- 
ties, plain or stippled, with or without ap- 
plied color labels. The Anchorglass bottle at 
right with ACL decoration is a 32 ounce size. 





...BUT ALL ANCHORGLASS BOTTLES 
HAVE THE SAME QUALITIES 


HEY are uniformly strong, tough, dependable 

lightweight glass bottles—high in chemical dura- 
bility, accurate in capacity, with smooth fire-polished 
finishes. They are designed to withstand the knocks of 
modern high speed production lines, handling and 
transporation. 


Anchorglass bottles are the result of practical engi- 
neered designs, careful selection and control of raw 
materials, uniform distribution of glass, precise tem- 
perature control in annealing and thorough quality 
control through laboratory tests and regular inspections. 


Anchorglass bottles are available in crystal, amber 
or green glass, with or without permanent applied 
color labels. Let us send you samples for test purposes. 
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Now these figures are only estimates. But they 
are estimates that you can check and apply to your 
own plant, applying your own wage rates. By fol- 
lowing this general outline you can accurately es- 
tablish your present loading costs and you can 
simply estimate the same approximate labor costs 
using a pallet system. This will give you a com- 
parison of the total savings that may be possible 
using the pallet system of case handling. 

Now let us retrogress just a moment and look at 
these fringe benefits, some of which apply to bot- 
tling plants, all of which you can accurately estimate 
in your own operation (Fig. 19)— 


PP Tee eee eee Tete Cree 3.8% 
EY A Se ee eee ee ee 2.9% 
EE OEE TOE PTT 4.0% 
Workmen’s Compensation ............ 2.5% 


Group Life Insurance and Hospitalization 
(These items will vary, but we have 
found 1% to be accurate in the plants 
studied ) 


SE cee Dee ay ten Si eae § 4.0% 
EPS rent te a ne es ee ee 3.0% 
EE ee eee Sere ee ee 1.9% 


or a total of 22.1%. 





LIST OF FRINGE BENEFITS 
IN CERTAIN PLANTS 


Vacation 3.8% 
Holidays 2.9% 
Group Life Insur.........About 1% in certain plants 
Hospitalization About 1% in certain plants 


Social Security L.O% 
Uniforms 1.0% 
Pensions 4 

Cleaning ».0% 
Workmen’s Compensation 2.5% 
Sick Leave 1.90% 











Fig. 19 


Let us now turn our attention to actual savings 
that have been found in certain bottling plants. We 
contacted six bottling plants distributed fairly 
evenly about the country and we asked them two 
questions: 


1. Were they satisfied with the pallet system? 
2. Whai were past savings (if any) at the load- 
ing dock in using this system? 


We had a rather surprising answer to these two 
questions. In all six instances the bottling plants 
expressed their satisfaction with the pallet system 
of case handling; aid to the second question, they 
gave us their loading dock costs before palletization 
and after palletization. In most instances the year 
1949 was the last complete year in which they had 
used their old system, and the year 1951 was gen- 
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erally the first complete year they had used the pal- 
let system. Also, nearly all these plants questioned 
had enjoyed an increase in volume between 1949 and 
1951, and these figures represent total loading dock 
labor costs of the two years in question. 

Here are the results of our investigations: 

Plant A—$32,000 down to $10,000 

Plant B—$34,000 down to $14,000 

Plant C—$58,000 down to $30,000 

Plant D—$28,000 down to $13,000 

Plant E—$39,000 down to $24,000 

(We have rounded out these figures for sim- 

plicity )— 

Plant F did not want to show the figures, but they 
informed us that their decrease was 53.3%. 

3. Completely Flexible. We mean by this term 
that a stock room is completely flexible only when all 
fulls can be placed in the area normally occupied by 
empties, or vice-versa, so that it is possible to 
achieve the maximum use of the entire area. 

This is not true in certain 2-story stock rooms 
and in certain conveyor stock rooms where empties 
must be forever placed beside goods conveyors and 
fulls forever placed beside full goods conveyors; 
and there is no way of switching them. If on a 
Tuesday you have a great number of empties that 
must be accommodated in the stock room, the area 
for empty goods must be large enough to receive all 
these empties, but the capacity of the full stock 
room must also be adequate for Friday, when the 
stock area must contain nearly all fulls and very few 
empties. 

4. Reasonable First Cost. It is very difficult to 
approximate the cost of any system as the conditions 
in bottling plants are .extremely variable, but we 
have used averages in this study. Perhaps $2,000 
for the platform system; $12,000 for the conveyor 
system; and $8,000 for the pallet system are all 
very rough estimates of the approximate cost. (Fig. 


20). ) 





INITIAL COST COMPARISON 
900,000 PLANT 


PLATFORM SYSTEMS 


143 Platforms @ $12 $1.716 
3 Jack lifts @ $100 . 300 
$2.016 


CONVEYOR SYSTEM 
Conveyor necessary for average plant..$12,000 


PALLET SYSTEM 


200 Pallets @ $3 $ 600 
L Fork lift 3.700 
Alteration to LO route trucks @ $400 1.000 


$8300 
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app) New Yer 


...and how to have one! 


Most folks prefer at year’s end to look backward and take 
inventory of the past year. Here at Virginia Dare we pre- 
fer to cast our eyes and hopes forward . . . with the reso- 
lution to make the most of the coming year! If you are 
interested in making the most of the coming year in terms 
of sales . . . right now you’re probably thinking about 
increased soft drink sales potential . . . still yours for the 
asking! Are you bottling Imitation Grape now? If so, are 
you completely satisfied with the Imitation Grape you 
bottle .. . in terms of flavor? in terms of uniformity? in 
terms of sales? Leading bottlers across the country year 
after year have made happy sales years with Virginia 


Dare Vin Vie Imitation Grape ... acclaimed as the finest 
Imitation Grape ever offered to the bottling trade! Join 
~ in, in “55! Check today on 


“VirastaDare VIN-VIE 


(IMITATION GRAPE) 








Representatives in Principal Cities +, 


EXTRACT CO., INC. 
RGIN Bush Terminal Building No. 10 
Brooklyn 32, New York 













Your Sales go higher and higher with Hires! 


\s 






fae: 


Competition tough in your area? These Hires 


advantages cannot be overlooked. Let Hires tell you how 


you can set a new sales record in 1954. Write to:  , 


Franchise Division se oe 
The Charles E. Hires Co. 3 
206 South 24th Street, Philadelphia 3, Pa. 
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A word aboui the alterations to the route truck 
fleet that we show under this pallet system. The 
trucks would have to be converted, and so we must 
allow a figure for this conversion. This figure of 
$400 is arbitrary, but it is a figure that has been 
used for such conversions many times. The fork lift 
truck at $3,700 is pre-supposing a gasoline fork lift 
truck. If an electric fork lift truck is used then the 
cost will be approximately doubled. Alternatively, 
a non-riding type of gasoline fork lift truck can 
be used, and the cost will be less than this figure. 
The wood pallets at $3 is generally more than 
adequate. 

Quick Truck Turn-around. It is difficult to es- 
timate the savings in time for reloads, thereby af- 
fording an increase in time on the route, because 
this will depend upon: 


a. The design of the route truck. 

b. The number of pallets in the route truck. 

c. The distance loading point to the stock room. 
d. The number of fork lift trucks. 


Obviously, the unloading and reloading operation 
will be faster if two lift trucks are used rather than 
one, 

Route truck reloading times vary from four min- 
utes to seventeen minutes, depending on the fore- 
going factors. In comparing you should use the time 
of your present truck loading operation, which may 
be anywhere from 20 minutes to 50 minutes, depend- 
ing on the method used, the type of truck, and the 
number of men unloading and reloading the truck. 
The 20 or so minutes that are saved are consider- 
able, and one important factor that should be re- 
membered is that by shortening the time in the 
plant the route truck is kept out on the route where 
the salesman belongs. He can never sell cases in the 
bottling plant, and in fact he would much rather be 
exposed to the route than he would be to the plant, 
because in many instances the greater the number 
of cases that are sold, the greater the salesman’s 
take-home pay and the more cases that are sold in 
your plant. 

An additiona! saviny is that perhaps the increased 
time the salesman can be on the route will result in 
a saving in routes to cover your territory, resulting 
in a reduction of the cost of distribution. 

6. Can Use Lift Truck for Other Purposes. The 
lift truck in the bottling plant has many uses other 
than handling cases of beverages. 

These are 


1. Handling new and culled empty cases. 


2. Handling glass bottles and cullet. 
3. Stacking cartons. 
4. Stacking crowr:. 


5. Stacking and handling caustic. 


« 


6. Tiering coolers. 


7. Tiering vending machines. 
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8. The next possible advantage is the additional 
case capacity that can be achieved in a stock room 
by the use of a fork lift truck which tiers unit loads 
of cases one above the other, thereby using the 
maximum cubic footage available in the bottling 
plant. This is an advantage that is often claimed 
and is in fact generally only to be found in large 
plants. In a small plant the advantage of tiering 
is largely offset by the amount of space that must be 
left for the maneuvering of the fork lift truck both 
for loading trucks and handling stock and for the 
separation that must be kept between different types 
of packages and products other than Coca-Cola for 
inventory purposes and for the necessary separate 
area that must be allowed for the split loads that 
will occur where a route truck comes in from the 
route without selling all his full goods and many 
have some empties placed on the same pallet as these 
same full goods. It is not, therefore, exactly correct 
to claim that additional case capacity can always be 
achieved by the use of this system of case handling. 

A layout of your stock room will enable you to 
make a fairly accurate estimate of the stock that 
you can expect to store in this area. In one plant 
where the bottling plant stock room normally held 
80,000 cases of full or empty goods, the use of a fork 
lift truck system increased the stock room capacity 
to 170,000 cases, or a little over double the volume. 
However, this proportionate increase seldom occurs 
in small plants. 


9. Additional case capacity on the route trucks 
is possibly another advantage that is frequently un- 
derestimated. In this respect we should perhaps say 
that many plants prefer to operate with small route 
trucks even on their country routes. However, if it 
is wished to increase the case-carrying capacity of 
the route truck this often may be done by the use 
of this system. The separation between bottle crown 
and underside of case typical of the conventional 
rack type truck is not present in this system, and, 
therefore, the capacity can be substantially in- 
creased. Frequently, at least 10%. 


Stock room unobstructed by conveyors 


Fig. 21 shows a typical conveyor stock room 
which is, in fact, an excellent conveyor layout, but 
you can see that by the very nature of the conveyor 
the stock room is obstructed by these same convey- 


ors. 


10. Quicker Warehouse Transport Turnaround. 
The use of this system requires a fork lift truck to 
unload the transport truck at each warehouse. How- 
ever, in some instances where platforms are used 
and the fork lift truck lifts the unit load of cases on 
the platform into the warehouse truck this same 


truck is unloaded in the conventional manner at each 
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BOTTLE WASHER 

















CHERRY-BURRELL 


-DOUBLE-END 


Here is Cherry-Burrell’s new Model “Heil SDQ” 
Double-End Washer — the compact machine that’s 
actually 40% shorter . . . 54% lighter . . . than con- 
ventional bottle washers of comparable capacity. 

In addition to saving space, these new machines 
are time and labor savers. For the “Heil SDQ” — a 
completely automatic loader — cannot go out of time. 
New loading mechanism makes it impossible for 























Cherry-Burrell Model “Heil SDQ.”’ 
Handles ail bottles from 6 to 32 oz. 
Capacity: 40 to 240 b.p.m. 





the most compact Double-End 
Washer in the business 






bottles to catch on edge of pocket. 

Four-compartment cleaning assures sparkling, 
clear bottles —of all sizes. Extra rinse jets deliver 
caustic-free bottle. 

Insulated reservoir tanks eliminate bulky outside 
storage hoppers — save space, caustic and steam. 
New steam coil is located for easy inspection and 
removal .. . and to reduce thermal shock to bottles. 


AND FOR SINGLE-END WASHERS... 





Capacity: 24 to 120 b.p.m. 





427 W. Randolph Street, Chicago 6, Ill. 
Equipment and Supplies for Industrial and Food Processing 


FACTORIES, WAREHOUSES, BRANCHES, OFFICES 
OR DISTRIBUTORS AT YOUR SERVICE IN 56 CITIES 











Cherry-Burrell Model ‘‘Heil KHQ.”’ 
Handles all bottles from 6 to 32 oz. 


RRY-BURRELL CORPORATION 


It's the Cherry-Burrell Model “Heil KHQ” — a mod- 
erately priced, 4-compartment washer equipped with 
pockets to handle quarts, splits or pints. 

These comeback washers take little floor space, 
use only one operator, require no mechanical adjust- 
ments to change from one bottle size to another. Have 
accumulative load and automatic discharge, safety 
stops to protect all movements. 


Ask your Cherry-Burrell Representative about the low 
operating and maintenance costs of these washers. 
Or clip the coupon. 





roa -— -— - - - - 
| CHERRY-BURRELL CORPORATION 5359 
| Dept. 145, 427 W. Randolph St., 

| Chicago 6, Illinois 

| (1) Send Double-End Washer Bulletin 

| (O Send Single-End Washer Bulletin 

} Name ... ccdé eb cea Pas ba¥8 S65 E00 TES ERR CCLieiauete 
| 

fo Company... . eee e cree e eect eee e nee eenen sen eneenenenesenes 
| 

J Address 2.2... cc cece rece cece secre tere eeeeeneeeeneeeeneeneee 
| City La sale Koes ay ee ren 











Not just one, but many things- 






There isn’t any one particular thing that makes 
CCS Crowns the most satisfactory you can buy. It’s the 
combination of a lot of things . . . the way we control our 
raw materials . . . our exclusive manufacturing methods 
... our vast production facilities . . . our scientific 
quality control . . . our extensive research laboratories. All 
are geared together to turn out crowns of highest quality 
and uniformity . . . that give you dependable sealing on your 
bottles, smooth performance on your bottling line and 
service that’s unmatched in the industry. 


Whether your requirements are large or small, you’ll find 
the greater all around satisfaction you get with CCS Crowns 
an important factor in your operations. Crown Cork & Seal 


Company, Inc., Crown and Closure Division, Baltimore 3, Md. 
Originator and World’s Largest Maker of Crown Corks. 





The most important thing in 
this carton is SATISFACTION 





Crown manufacturing plants at: BALTIMORE « ST. LOUIS « DETROIT « SAN FRANCISCO « LOS ANGELES « BIRMINGHAM (Leeds, Ala.) now under construction 
Branch Warehouses Throughout the Nation 
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warehouse. As far as I know, there is no general 
pattern used in our industry for loading and un- 
loading these warehouse trucks and the consequent 
savings that may apply to one may not apply to 
another. 

The savings in manpower by having one operator 
(frequently the driver) unload and reload the ware- 
house transport truck is very important, as it means 
that a helper may not be required on this warehouse 
truck. 





Fig. 21 


This completes all the principal advantages that 
are to be expected by using this system of case 
handling, with the possible exception that you may 
expect a decrease in the number of injuries by your 
truck loading crew and salesmen on the route. 





This informative article covering the impor- 
tant subject of Medern Materials Handling 
will be continued in subsequent issues ef the 
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A.B.C.B. Decides Against 
Name Change in 1954 


American Bottlers of Carbonated Beverages will 
retain that association name—at least until well 
into 1955. 

An earlier move to change the name to Ameri- 
can Soft Drink Association was deferred by the 
executive board. Originally, it was planned to vote 
on the name change at the group’s 1955 convention 
in Philadelphia, November 15-18. 

Membership voiced apprehension over possible 
effects of the change. The proposed name, it was 
noted eliminates both the word “bottlers” and “‘car- 
bonated beverages.” Its use was seen as bottler 
recognition of the growing use of non-carbonated 
soft drings, dietetic beverages, and the use of cans 
rather than botties. 
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THE VENDING CORNER 


(Continued from Page 34) 





Champion Venders Approved 
By Nesbitt Parent Company 


A recent issue of “News Bits’, house organ of 
Nesbitt Fruit Products, Inc., announced the ap- 
proval of Champion Venders by the Nesbitt parent 
company. Champion Venders are now qualified for 








NEW VENDER FOR NESBITT 


Champion venders, approved by the Nesbitt parent com- 
pany, will carry the Nesbitt color and trademark. 





the Nesbitt incentive program with their franchise 
dealers. Details of the agreement were worked out 
between John T. Huntsaker, vice president of Nes- 
bitt’s and Eugene H. White, president of Champion 
Vender Company, Hopkins, Minn. 

Nesbitt courtesy strips will be attached to the 
vending racks of all Champion venders purchased 
by Nesbitt dealers. The venders will carry the Nes- 
bitt color and trademark. 


Cole Schedules Showings of 
Special Line 


Cole Products Corporation has announced a sched- 
ule of showings for its “Special’’ Cole Spa cup 
vender. According to Richard Cole, vice president 
of the company, each showing will consist of 10 
machines representing the single, three and four- 
selection models in the line. 

First showings were held recently at the Cole 
Equipment and Supply Company in Chicago with 
operators from Northern Illinois, lowa and South- 
ern Wisconsin in attendance. The second showing 
was held in Indianapolis at the Claypool Hotel with 
two company engineers in attendance at each 
showing. 
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“I keep tellin’ ya the facts— 
the Nehi Line is the most complete 


1°? 


line in the industry! 
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Anger Me NEHI CORPORATION 


COLUMBUS, GEORGIA 
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DELIVERIES STEPPED UP WITH WHITE 3000 FLEET 
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By modernizing their delivery fleet 
with the new low-bed WHITE 3000, 
Tampa Coca-Cola Bottling Co., Tampa, 
Fla., added new efficiency, time and 
cost savings to their operations. 

Delivery truck case capacity was 
boosted from 170 cases to 228 and 
312—two size White trucks for var- 
ious route demands. 

More deliveries—plus driving ease, 
maneuverability, maintenance savings, 
and great advertising value—with the 
modern White 3000. 

Get the facts about how you can re- 
duce delivery costs in your business 
with White. 


Get the most out of Palletizing... 
GO 


WHITE 


Report from James W. Warren, General Manager, 
TAMPA COCA-COLA BOTTLING CO., Tampa, Florida 





THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


FOR MORE THAN 50 YEARS THE GREATEST NAME IN TRUCKS 


» 





CRONSTROMS PIK-NIK CQOLER 





Two inviting, high glaze baked enamel finished color- 
decks please the eye in this new Cronstroms Pik-Nik 
Cooler Model 12PNH. The cover is a Caribbean Blue and 
the wrap has a Surfgreen color. Inside, all aluminum lin- 
ing is used throughout. The inner liner is leakproof and 
undercoated. An exclusive spotwelding process is em- 
ployed with a special reinforced cover and bottom. Other 
equipment includes a built-in bottle opener, exclusive 
drain system with chained drain cap, rubber drain hose 
and a sandwich tray. Model 12PNH has a hinged cover 
and Model 12 PNL a loose cover. Manufactured by Cron- 
stroms Manufacturing, Inc., Minneapolis 6, Minn. 








OFFER LOW COST PORTABLE ICE CHEST 











Highly competitive pricing makes the KampKold portable 
ice chest a price leader among coolers. Finished in bright, 
modern colors, it provides 72-hour refrigeration for up to 
a case of soft drinks and carries easily by an aluminum 
suit-case type handle. A two position tray permits com- 
bination wet or dry storage or maximum capacity wet 
storage of bottled beverages and other foods. Additional 
literature is available from American Gas Machine Co., 
Albert Lea, Minn. 


National Bottlers’ Gazette 






























Sasanadlicananssdilieeaptndenemenemmmnenesnenceeneee te 


GRAPETTE.... 





Grapette gets your foot in the dealer’s 
. door — can be used by any bottler to 
Ys step up volume and profit. 


a = 


. =F 


It commands respect because it controls 
a major segment of the ‘grape’ business 
in this Western Hemisphere. 


* G& wee & 


Parent company millions have entrenched 
Grapette, and powerful plans for ‘55 are 
in the mill. 


Why not consider a well established 
product in seeking a new franchise and 
before investing in new bottles? 


GRAPETTE 
SINCE 1940 









Distributed in United States, 
Canada, Central and South 


Saws and Japan. 
She Geapelle Compary See 
y gin iin BUFFALO ROCK 
Camden, Mikansar 


story — next page 
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Now... . GRAPETTE 


Far bb elo 
BD corm 


GINGER ALE 





Grapette has acquired and will franchise 
BUFFALO ROCK — the famous Golden 
and Pale Dry Ginger Ales created by 
James C. Lee, Sr., in Birmingham more 


than 50 years ago! 


This will be the first time a parent com- 
pany has perfected plans to establish gin- 
ger ale as a home beverage, which will 
offer amazing bottler opportunities for 


prestige and profit. 


Let’s taste and talk BUFFALO ROCK. 
Our repre- 
sentatives will be glad to discuss BUF- 


Samples sent upon request. 


FALO ROCK with you. 
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She Geapelle Company 


Camden, Mikansar 


LONG BOTTLER 
PROFIT! 
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(CONTINUED FROM PAGE 15) 


One Minute Interview: 








LOUIS F. COSTA 
COSTA BEVERAGES 
NEWBURGH, N. Y. 


“Some of our biggest headaches 
are man-made. We don’t mind the 
canned soft drink competition but 
“free goods” is still very much a 
tough problem. It’s had to keep a re- 
tailer on the books when he can get 
all kinds of deals if he will add new 
beverage lines. Another recent prob- 
lem is the “buy now and pay in Janu- 
ary” angle that is being promoted by 
some prominent bottlers. It’s quite a 
sales problem to sell a dealer who is 
already loaded to capacity with all of 
his holiday requirements .. . especially 
when the dealer has limited storage 
space. Some of the special deferred 
payment plans were started early in 
October and certainly presented a 
problem for the small botler working 
a local territory.” 








KENNETH HAUGHT 
NEHI BOTTLING COMPANY 
ERIF, PENNSYLVANIA 


“We are now selling 7-ounce bottles 
at $1.12 and 12-ounce at $1.20. Cer 
tainly I favor a higher increase in 
prices. What we really need as a 


thriving industry-is a real campaign 


.industry wide...to promote soft 
drinks the way the beer and milk 
groups are now doing. There is noth- 
ing like a comprehensive cooperative 
advertising program to erally alert 
the public to the value of drinking 
soft drinks. Isn’t it odd that very 
little has been said about this subject 
at this convention? Perhaps the bad 
weather in our territory has also had 
an effect on caned beverages. They 
started with a bang and were shipped 
into our territory on a jobber basis. 
My latest observations are that 
canned soft drinks in my area are 
dropping off in sales volume.” 








J. MOLAWKA_ 
KIST BOTTLING CO. 
FALL RIVER, MASSACHUSETTS 


“While there has been some canned 
soft drink distribution in our terri- 
tory, I do not believe that these offer 
a serious problem. Even the consum- 
ing public in our territory seem to be 
buying soft drinks in bottles and not 
many of the local bottlers are switch- 
ing to cans. I think that there will 
always be a market for canned soft 
drinks but that bottled drinks will 
still add up to an impressive sales 
volume. In spite of the cool summer 
weather, we experienced a better vol- 
ume in 1954 than we did in 1953. 
This is undoubtedly due to a more ag 
gressive selling program with plenty 
of hard work. We are still in the 80- 
90c bracket.” 













Products of Character... 
Quality Bull fer Long Life and Offictoency 


The 












Designed for a profitable bot- 
tler’s vending program. Protects your invest- 
ment for it is sized for flexible operations 
and placement. No need to invest in several 
sizes. Component parts quality selected for 
long, trouble-free service and low mainte- 
nance. Thoroughly field tested. Look under the lid—this is 

the year for critical comparison, 

* SELECTIVE—Expand your distribution with 8 vending 
channels. Stainless steel. Vends 72 bottles all standard 
sizes, 72 bottle pre-cool. 

* SPACE SAVING. Designed for heavy traffic locations. Re- 
quires only 32” x 27”. 

* RUGGED CABINET. Rain and dust-proof. DuPont DeLuxe 
Hi-Baked enamel finish. 

* SMALL INVESTMENT makes it flexible in keeping vender 
at work 12 months per year. 

* NO COLD WALLS to build ice. 

* TECUMSEH hermetically sealed compressor. 5 year warranty. NO EXTRA COST! 

* NATIONAL REJECTOR eoin mechanisms: 5c, 6c, 7c, 10c, 11c¢ and 12c; also 5c 
and 10c coin changers. Nation-wide service. 


Anthrafé” BEVERAGE COOLERS 


Superb styling. Efficient economical operation. om 


%& VIRGIN COPPER tanks on all models. Rust 
and corrosion proof. NO EXTRA COST! 


* STAINL&SS STEEL tops and sliding lids. 
NO EXTRA COST! 


* HI-BARED FINISH DuPont DeLuxe Enamel. MODEL “1¢1" 


* TECUMSEE hermetically sealed. 5 YEAR @@haraperApiai ee 
WARRANTY. NO EXTRA COST! COMPARTMENT 


*% INTERIORS UNOBSTRUCTED for cleaning. 
No flaking, corrosion or rust. 
























MODEL “50” 
6-CASE BEV COOLER 













WF Nesbitt’s is as 
near as any one 


of our 9 warehouses 


EXCELLENT 
UNIFORM 
ele) Vale Mone 
me) te 0lk 
NATIONAL 
ADVERTISING 
HAS WON 
Ne 
TOP SALES 
POSITION 
IN OVER 400 
TERRITORIES 
IN 47 STATES 
































FRANCHISE INQUIRIES FOR 
OPEN TERRITORIES INVITED 


NESBITT FRUIT PRODUCTS, INC. 


2946 East 11th Street, 


Los Angeles 23, California 3 BOTTLE SIZES 


Ta). Mielae.ats a yahiae! 
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ONE MINUTE 








ALBERT E, SHARPE 
TRI-STATES BEVERAGE CO. 
PORT JERVIS, N. Y. 


“For a relatively new company the 
major problem is getting more cus- 
tomers on the company’s books. We 
have seen some canned soft drinks in 
several of the super markets in our 
area but most of the distribution is 
spotty and sales are certainly not 
booming the way the can boys would 
have you think. The cool summer 
weather this year had an effect upon 
our business but we are still in there 
pitching for new customers... lots of 
them.” 








VINCE REINKOBER 
CHILTON BOTTLING COMPANY 
CHILTON, WISCONSIN 


“Cans have made some inroads into 
our outlets but there does not appear 
to be too much volume at this time. 
During the past summer many people 
who preferred the can on a picnic or 
fishing trip did not object to the 
extra cost. In my opinion, the present 
market for canned soft drinks in our 
area is from children who, for some 
odd reason, seem to prefer soft drinks 
in cans. It is really to early to draw 
a final picture about canned soft 
drinks but we are certainly alert to 
the importance of this new package.” 


EUGENE D. SAWYER 
SEVEN-UP BOTTLING COMPANY 
JENNINGS, LOUISIANA 


“Price is still one of our major 
problems in Louisiana. About one 
year ago twelve bottlers in our area 
raised prices and only two of these 
had sufficient backbone to maintain 
these new prices after one year. It 
is sometimes rather disheartening to 
see how the small businessman re- 
fuses to come to grips with the prob- 
lem of an adequate price for a quality 
product. We are still hopefull that 
more bottlers will come around to our 
way of thinking and raise prices to 
provide a reasonable profit on their 
product.” 








SAUL I. KOPF 
SERVICE BOTTLING WORKS 
PATERSON, NEW JERSEY 


“Business problems? We _ haven't 
had any since we started distribution 
of our beverages directly to the con- 
sumer. Almost 90% of our present 
business is based on direct retail sales 
and only 10°, is wholesale. Frankly, 
we consider that the retail business 
we have developed really helped to 
keep us in the black. So many of our 
other friends bottling soft drinks are 
always complaining about poor or in- 
adequate volume. We believe we have 
the formula for staying in business 
when the going gets tough and show- 
ing a profit so necessary for continued 
growth.” 






















RUSSELL J. WESTON 
MOUNTAIN TOP BEVERAGES 
MT. JEWETT, PENNSYLVANIA 


“While we are now selling our soft 
drinks at 96c for 7-ounce and $1.20 
for the 12-ounce, I would like to see 
the prices boosted to provide a real- 
istic profit. Cans are certainly not the 
answer, in my opinion. They are too 
expensive and as far as I can deter- 
mine, they have a very poor shelf life. 
I cannot understand why there is so 
much resistance on the part of the 
bottler in establishing prices that pro- 
vide a fair profit and an opportunity 
to stay in business at a _ profitable 
level. As a director of the Keystone 
Bottlers Association of Pennsylvania, 
I have been constantly promoting im- 
proved price levels. 








RON YOUNG 
MACDONALD BEVERAGES LTD. 
NORTH BAY, ONTARIO 


“Conventions such as the current 
ABCB exposition are wonderful. They 
certainly help to bring the bottler up- 
to-date on the new machinery and 
equipment and help in getting the 
right focus on many business prob- 
lems. In our territory in Canada, we 
are just beginning to feel the impact 
of canned soft drinks (Muskie). That 
explains why we thought it was im- 
portant enough to take time off from 
business to check the canned situation 
in the States. 
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NEW NO-CAL FRANCHISE FOR CANADA 





A franchise for the exclusive bottling and 
marketing of No-Cal for the entire Domin- 
ion of Canada has been awarded by Kirsch 
Beverages, Inc. of Brooklyn, to Harold F. 
Ritchie & Co., Ltd., of Toronto, Canada. 
Shown signing the franchise contracts are, 
seated left to right, Morris Kirsch, president 
of Kirsch Beverages, and Robert Alexander, 
president of Harold F. Ritchie Co., and Paul 
M. Mayer, director of the Kirsch No-Cal 
Franchise Division, standing. The Ritchie 
Company will set up its own No-Cal divi- 
sion in Canada and construct and operate 
four new No-Cal bottling plants. 


NEW “PARTY SIZE” LABELS FOR SQUIRT 





Incorporating the colorful, high-visibility 
plaid design used in many Squirt promo- 
tion pieces are the new Squirt “Party 
Size” quart labels. Use of the term “Party 
Size” on the label opens up opportunities 
for special displays in conjunction with 
party promotions. The national advertis- 
ing theme, “Switch to Squirt, Never an 
After-Thirst,” is clearly visible on the neck 
label. 






HUNTSVILLE DOUBLE-COLA 
BOTTLER ADDS NEW TRUCK 





The Double-Cola Bottling Company of 
Huntsville, Alabama has purchased this 
F-800 Double-Cola truck, the largest man- 
ufactured by the Ford Motor Company. It 
curries 260 cases of Double-Cola. Standing 
beside the truck is William Jaco, one of the 
company salesmen. 









CANADA DRY GINGER ALE 
ON THE BOTTLING LINE 
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ginger ale to be made in Altoona is shown 
on the bottling line of the newly-formed 
Canada Dry Beverage Co. of Altoona, 
which is owned by the local Coca-Cola 
Bottling Co. 
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Colder, More Uniform Temperature 





«** P & R WATER COOLING UNIT 


The P & R instantaneous water cooling unit sets new 
highs in value and performance! It delivers colder and 
more uniform temperature than any ordinary cooling 
unit on the market. Cools down to 38 degrees — instan- 
taneously—and temperatures will not vary more than 
two degrees all day long. Only three controls; one of 
the simplest refrigerating mechanisms ever built. They 
° are foolproof — can't freeze. Reasonable first price — 
low operating cost. Backed by 27 years of service 
to bottlers. 


WRITE FOR FURTHER INFORMATION 





P.O. BOX 1042 

































ATLANTA, GEORGIA 
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FILPACO INDUSTRIES 
THE FILTER PAPER COMPANY 
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National Cylinder Reports Results 
For Nine Month Period 


National Cylinder Gas Company and 
subsidiaries had net profit after taxes 
for the nine months period ended Sep- 
tember 30, 1954, of $3,967,358, equal 
to $1.66 per share on the 2,314,543 
common shares oustanding at the end 
of the period, compared with $4,854,- 
816 or $2.06 a share on the 2,291,976 
common shares outstanding in the cor- 
responding period last year, Charles 
J. Haines. president, announced. 

Consolidated net sales were $71,- 
245,969 against $82,765,729 in the like 
1953 period. Net profits before Fed- 
eral taxes on income totaled $8,419,358 
compared with $13,236,816 a year 
earlier. Taxes amounted to $4,452,000 
against $8,382,000 in the like period 


of 1953. 


Dr. Pepper Company Declares 
100th Consecutive Dividend 


The Dr. Pepper Company, whose 
70-year-old Product is a Southern 
tradition, passed a financial milestone 
when directors of the Dallas-based 
firm declared the 100th consecutive 
quarterly dividend. The dividend, a 15- 
cent disbursement on Dr. Pepper com- 
mon stock, is payable Dec. 1 to stock- 
holders of record Nov. 19. 

Leonard Green, Dr. Pepper’s presi- 
dent, said the 25-year string of un- 
broken dividends to stockholders “is 
evidence of the steady progress and 
financial stability of our company.” 

With the dividend announcement, 
Dr. Pepper thus joined an elite group 
of American business firms who hold 
the same distinction of 100 consecu- 
tive dividend payments. Only about 
one-fourth of the corporations whose 
stock is listed with the New York 
Stock Exchange can boast the same 
claim. 

Mr. Green revealed that of the some 
3,500 Dr. Pepper stockholders, about 
60 have received all 100 dividends. He 
praised their faith in the company and 
reported that since 1930 stockholders 
have been paid more than’ $14,545,000 


in dividends. 





GET UP DEBUTS IN COLUMBUS, OHIO 


a. ) 





Newly-franchised Get Up bottler, Harold 
Schottenstein (right), general manager of 
the Get Up-Ohio Soda Water Bottling 
Company of Columbus, Ohio, and Julius 
Darsky, president of the Get Up Corpora- 
tion of Akron, Ohio, shake hands at the 
spectacular debut of the new King Size 
12-ounce beverage in the Buckeye State 
capitol. One of the striking green, yellow 
and white striped cartons of Get Up is 
in the foreground. 





KORKER FRANCHISE SIGNED 





S. L. Barton, president of Barton’s Bever- 
ages, Inc. Norfolk, Virginia is shown sign- 
ing a Korker franchise, while James H. 
McNeil (standing) looks on. Korker, the 
new ten-ounce lemon drink received an en- 
thusiastic reception on its initial introduc- 
tion in this area, with eight bottlers signed 
in two weeks. 








James Vernor Co. Appoints 
Advertising Counsel 





James Vernor Davis, president of 
the James Vernor Company, makers. 
of the famed Vernor’s Ginger Ale 
has made known the appointment of 
Denman & Baker, Inc., as advertising 


counsel 
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New additive 


OAKITE 


LIM 


1m iD roves caustic 


bottle-washing by 








Intensifying caustic’s cleaning power 
Promoting caustic’s free-rinsing properties 
Making hard water soft 


Eliminating rust rings 





mon B D 


Producing cleaner, brighter bottles—fewer 


rejects 
F Preventing lime scale build-up 
FREE Oakite Bulletin No. 3485 tells how 


Oakite LIMELITE’s amazing “‘chelat- 


ing” action produces millions of microscopic 





claw-like chemical agents. Explains how these re- 
lentless agents reach out for troublesome lime and 
metallic ions and hold them firmly in suspension. 
For your personal copy simply mail a card to 
Oakite Products, Inc., 26A Rector Street, New 


York 6, New York. No obligation. 


4NINGg 


OAKITE 


gvic® 
“TER IaLs > mernoos ° S*™ 





Technical Service Representatives in Principal Cities of U. S. and Canada 
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Pliolite Paints Help Fight Corrosion 


Battling corrosion in bottling plants is always a 
problem and calls for constant vigilance. Huge 
quantities of water, high humidity, heat, cold, de- 
tergents, alkalies and other chemicals impose ser- 
vice conditions which cannot be met with ordinary 
paints. 

To help in this battle against equipment corro- 
sion, Pliolite S-5 is recommended by the Chemical 
Division of the Goodyear Tire and Rubber Com- 
pany, Akron, Ohio. Leading paint manufacturers 
make special corrosion-resistant industrial paints 
from Pliolite S-5. 

Easy to apply and resistant to water, alkalies and 
other chemicals, these special paints are non-toxic, 
do not support mildew or fungus growth. They dry 
fast, even at low temperatures and offer bottling 
plants an easy method to preserve equipment. 


Floor Patching Material Offers 
Easy Maintenance 


Industry, under current competitive conditions, 
must maintain maximum production and reduce 
costs wherever possible. Maintenance work which 
insures plant usability, reduces accidents and elim- 
inates “down time” plays a key role in accomplish- 
ing this. 
Instant-Use, a floor patching material made by 
Flexrock Co., 


lems. It can be used over concrete, brick, stone or 


is the answer to many repair prob- 
asphalt floors, inside or outside and bonds to a 
feather edge. 
face is required and the material may be applied by 


No chipping or chopping of the sur- 


plant workers without previous experience in this 
work. Application is quick and easy .. . just prime, 
spread, tamp and the area is ready for heavy traffic 
again instantly. 

Descriptive literature and a trial offer may be 
obtained by writing to the Flexrock Company, 


Philadelphia 1, Pa. 








Short Cut in Painting Can Save 
Time and Money 


A good paint job not only contributes to the im- 
proved appearance of the bottling plant, it also 
makes maintenance easier and keeps it a sanitary 
and healthful place in which to work. 

Even inexperienced personnel can achieve satis- 
fying and enduring results by following a few 
simple principles of good painting practice and ob- 
serving printed recommendations on the paint con- 
tainer. 

Choose the right paint for the job. If the problem 
involves painting equipment that is subject to cor- 
rosion be sure to use a paint that is designed to 
prevent corrosion. There are many paints on the 
market that are formulated with materials spe- 
cifically produced to use on equipment and machin- 
ery where corrosion is a severe problem. Remem- 
ber, office walls and plant walls may require differ- 
ent types of paint depending upon the exposure to 
fumes, moisture and other chemicals. Today paints 
are tailor-made to meet a wide variety of needs. 

Get a brush for each type of paint finish. For 
painting inside or outside use brushes recommended 
by the manufacturer. Use good quality brushes be- 
cause in the long run they will enable you to do 
better work and they will last longer. Good brushes 
will hold more paint, carry it better without drip- 
ping and losing hairs. For wall painting, inside and 
out, use a flat, straight-edge wall brush. This type 
ranges from 3 to 5 inches wide. For window sash 


and other scroll work use a sash brush with range 


from 1 to 2 inches in width for painting narrow 
areas. 

For a professional-looking job, the proper prep- 
aration is important. Be sure all grease and dirt is 
removed from surfaces that are to be painted. 
Allow enough time for the surface to dry thoroughly 
Old paint which has 
chipped, cracked or otherwise become rough should 


before beginning to paint. 


be sandpapered or wirebrushed. This is most im- 
portant on structural steel members which should 
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|| Clear Glass 
Adds Sparkle 


to your Product! 


Crystal | 


os 


Diamonp’s Hi-Test Alkali* No. 3 is your best bet for 
bright and shining bottles. It’s an efficient, eco- 
nomical cleaning compound that will give you top 

cleaning performance at rock-bottom cost. 

And Driamonp can provide you, too, with a highly 
effective It’s 

DiamonpD Clipper Cleaner*. This economical 


cleaner for your equipment. 
cleaner, plus Hi-Test Alkali No. 3 for your 
bottles, gives you a combination that’s hard to 
beat. You cut costs and detergent inventory 


at the same time. 


For information on these and other DiamMonp 
call 
DIAMOND Sales Office, or write DIAMOND 
Alkali Co., 300 Union Commerce Bldg.., 
Cleveland 14, Ohio. *® 


nearest 





engineered cleaners, your 


DIAMOND WASHING 
AND CLEANING 
COMPOUNDS 





AMOND 
AU 


CHEMICALS 










DIAMOND ALKALI CO. 
CLEVELAND 14, OHIO 






















be cleaned free of all rust and other corrosion 
products. 

Paint the ceiling first. Begin a corner and work 
across the narrow dimension of the room, coating 
a strip two or three feet wide at a time. Lay paint 
on the ceiling with overlapping swirl strokes, lifting 
the brush gradually at the end of the stroke so that 
you do not leave a thick edge of paint. Start the 
second strip on a bare surface a few inches away 
from the first strip and work backward into the wet 
edge of the previous strip. 

For walls start the painting in a corner at the top 
and carry each strip down to the baseboard, spread 
paint evenly and stroke with light up-and-down 
movement as a finish operation. Keep strips narrow 
so you are always working with a wet edge. Brush 
paint to within six inches of woodwork then apply 
paint with vertical strokes. Don’t ruin the bristles 
of a good brush by poking paint into corners. 

With floors, a clean, dry surface is a must. Paint 
will not adhere to wax,’ polish or dirt. Start paint- 
ing in the far corner and work toward the door in 
the direction the boards are laid. Use a wide brush 
and paint rapidly with even strokes. Remember 
there are special paints for concrete floors and many 
manufacturers are now producing rubber paints 
which are not affected by alkalies present in new 
concrete floors. 


New "Miracle" Paint Finishes 
Now a Reality 


“Miracle” finishes that have long been promised 
by major paint manufacturers are at last a reality, 
according to Joseph C. Thompson, Jr., general paint 
manager of the Pittsburgh Plate Glass Company. 

Speaking at the introduction of a new alkyd- 
type less-odor flat wall paint of Pittsburgh Plate 
Glass Company’s full line of exterior finishes, Mr. 
Thompson related that the inferior finishes of the 
war years have now been completely replaced by 
fool-preof, functional paint formulations that im- 
part qualities to modern finishes never dreamed of 
even in the fantastic claims of the few manufac- 
turers of “magic” coatings. 

“The days of obnoxious odors and tiresome prim- 
ing and sealing coats are gone forever. Even the 
messy brush-cleaning job has been eliminated in 
the latest emulsion finishes such as Wallhide Rub- 
berized Satin Finish. This formerly distasteful task 
has been eased considerably with the appearance of 
the alkyd-type finishes such as Satinhide Enamel 
and the new Walhide PBX flat finish now pre- 
sented. All of these new paints may easily be ap- 
plied either by brush or roller coaters. 

“In these carefully balanced paint formulations 
brush marks disappear and built-in leveling qual- 
ities provide a surface that even the most skillful 
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paint craftsman could not provide with the materials 
he had available to him less than a decade ago. 
“Of great importance in both the new alkyd-type 
and latex developments are the exceptional dura- 
bility and washability. Grease, crayon, ink stains, 
| lipstick, pencil marks, etc., are easily washed away 
without damage to or change in sheen or color of 
the finish. These non-porous coatings take a ter- 
rific beating, too; they are resistant to marring and 
scuffing and will not chip, peel, crack, or wrinkle.” 


Spray Guns for Every Need 


Standard and specialized spray guns to meet 
almost every truck nnishing need of the bottler are 
now available from the DeVilbiss Company, Toledo, 
Ohio. 

For light. production and precision spraying of 
small areas, for general touchup, stenciling or spe- 
cial effects, the Model P-TGA is suggested. Comfort- 
ably balanced with a smooth trigger action, this unit 
weighs only 13%4 ounces and can be used with either 
suction or pressure feed. 

Where high-speed and continuous spraying with 
volume output is a problem the P-JGA gun helps 
lower operator fatigue. This spray gun sprays all 
materials with top-quality results and is ideal as a 
general gun for a full range of spray patterns. 

The model P-MBC is the DeVilbiss famed pre- 
cision-built full production spray gun. The highly 
perfected cap and tip combinations provide best 
possible results with any sprayable material. The 
removable head permits instant material changeover 
without cleaning. 

Complete information and specifications concern- 
ing this spray equipment can be obtained from the 
DeVilbiss supplier or directly from the DeVilbiss 
Company, Toledo, Ohio. 


City Fathers Welcome Wisconsin 
7-Up Developers 


SevenUp bottlers in Wausau for the Wisconsin 
State 7-Up Developers Meeting were welcomed by 
the mayor and chief of police and given stickers 
which gave them permission to park anywhere, any- 
time, during their visit to Wausau. Wausau is cele- 
brating winning of the title “The Safest City in the 
United States.” 

City fathers were honored by the Wisconsin 7-Up 
Developers at their luncheon meeting, October 7, 
1954, at the Wausau Hotel. Officials attending the 
luncheon were: Everest Gleason, Chief of Police; 
Wilber Petzold, Fire Chief; George Kammerr, Presi- 
dent of Commission; Victor Geisel, Vice President 
of Commission; Elmer Sippl, Secretary and Treas- 
urer of Police and Fire Dept., and Jack Williams, 
Commissioner. 

A total of 69 attended the meeting. George Elbe 
of Wausau was host bottler. 
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your ‘‘treat’’ 1s only 
good as your treatmenk... bring out the best with a 


| JBAS 








QUALITY WATER... 
easily... economically! 


Protect those carefully compounded, 
delicately blended flavors that result in 
greater sales appeal in your treat. 

The “JBAS” treating plant assures 
accuracy and flexibility of control. 

It consistently provides water of 
uniform quality with a minimum 

of operating attention. 





let’s talk quality water A 


INFILCO INC. 


Plants in Chicago and Joliet, Illinois 


Tucson, Arizona 





FIELD OFFICES IN 35 PRINCIPAL CITIES IN THE U.S., CANADA AND MEXICO 





(Trade-Mark) 


WATER TREATING PLANT! 


don’t be SHORT CHANGED 
on taste protection 


Boost your sales and profits by eliminating 
spoilage, foaming, low carbonation, cloudiness, 
unsightly deposits and loss of flavor caused 

by organic matter in your bottling water. 
INVESTigate the “JBAS” treating plant...today! 


INFILCO INC., P.O. Box 5033, Tucson, Arizona 
Please send Bulletin 1823-C 
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MAINTENANCE QUESTIONS 
—AND ANSWERS 











Readers are invited to submit questions and 
problems covering plant, equipment and 
truck maintenance. 


Question: Can asphalt tile be properly installed 
on concrete subfloors below grade and are these 
suitable for use where heavy traffic is prevalent? 


Answer: Asphalt tile floors are well adapted for 
use on concrete floors and are frequently used in 
this application since they are not affected by free 
alkalies. Because the color of the tile is an integral 
part of the tile they are also well suited for work 
areas that are exposed to solvents or grease. 
A heavy duty tile may be purchased for use in 
industrial areas but it is well to keep in mind that 
they cannot take punishment where heavy or sharp 
cases are dropped on their surfaces. We would 
suggest that another type of flooring be considered 
if you expect to use heavy trucks on the floor because 
the asphalt tile may crack under sharp blows. If 
decoration is not important there are other floor 
surfaces that will prove more durable. The -new 
vinyl tiles are more flexible and decorative without 
the hazard of cracking. 


Question: We have been experiencing some leaking 
problems with a roof deck of wood. Can you suggest 
a low cost method of repairing this type of shed roof 
without removing the wood deck? 


Answer: If you are unable to locate the exact spot 
that is permitting the water to seep into the build- 
ing, then inspect the underside of the roof deck for 
signs of deterioration. Rotted boards should be 
marked for removal and replacement and water 
marked boards indicate probable rot above. Abnor- 
mal shrinkage or curled boards should be noted for 
rep!acement. It is entirely possible that the cement- 
ing agent between the plies of felt and the saturant 
itself have become hard and brittle with consequent 
loosening and cracking. Frequently the laps have 
lifted or opened and these can generally be repaired 
with local patching. Strip the roofing to the deck 
boards, remove all the loose and dried felts. Clean 
the area thoroughly, then nail and mop solid at least 
4” of insulation and apply new felt with intermit- 
tent layers of Barrett Specification Pitch. Don’t 
stick a new roof solid to an old one. Always divorce 
the two by a dry sheet or preferably by insulation 
to help prevent any cracks in the old roofing from 
being transmitted up through the new roofing. 
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Question: We maintain an extensive repair shop and 
finishing shop to keep our vending equipment in top 
notch condition. Several of our spraymen have in- 
dicated an interest in learning all about spray paint- 
ing. Can you recommend a school that teaches these 


techniques ? 


Answer: Please contact the DeVilbiss Company, 300 
Phillips Avenue, Toledo 1, Ohio, for complete in- 
formation concerning their spray painting school 
which is considered one of the finest in the country. 
Courses, according to our information, are offered 
without charge. Each student is taught the use of 
the spray gun and all classroom theory is put into 
actual practice so that students can see for them- 
selves the results which correct techniques produce. 


20°, Net Income Increase Reported 
By Pepsi-Cola 

Pepsi-Cola Co. and its consolidated subsidiaries 
had a 20 per cent increase in estimated net income 
after taxes for the third quarter of 1954, compared 
with the corresponding period of 1953, according to 
Alfred N. Steele, president. Estimated consolidated 
earnings after taxes for the third quarter of 1954 
were $2,415,000 compared with $2,005,000 for the 
third quarter of 1953. 

Sales of Pepsi-Cola for the first nine months of 
1954 are at the highest rate in the company’s his- 
tory, the statement said. 

Estimated consolidated net income after taxes for 
the first nine months of 1954 was $4,800,000 or 83 
cents per share as compared with $4,780,000 or 83 


cents per share for the same period of 1953. 


Dr. Pepper 79/4 Earnings Up 15% 


Nine-month earnings 15 per cent higher than the 
same period a year ago, and nine cents a share 
higher than for all 12 months of 1953, were reported 
by the Dr. Pepper Co. 

Leonard Green, president, said earnings of $1.04 
per share, contrasted to $.91 for the similar period 
of 1953. Third quarter earnings this year were $.45 


a share, against $.38 in the same month a year ago. 


Continental Can Declares Dividends 


The directors of Continental Can Company de- 
clared a regular quarterly dividend of 75c per share 
on the common stock payable December 15, 1954 to 
stockholders of record November 24, 1954. The di- 
rectors also declared a regular quarterly dividend 
on the $3.75 cumulative preferred stock of 9334¢ a 


share payable January 3, 1955, to stockholders of 


record December 15, 1954. 
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bs C wistmastime at Brockway 


When it’s Christmastime in Brockway, a delightfully pleasant 
spirit of good fellowship prevails and it’s a good feeling 
. +. a feeling we would like to share with our many friends 


and business associates. 


So we hope you will enjoy our kind of Christmas . . . a real 
festive holiday with the full enjoyment and comradeship 
of family and friends . . . and, after that, a happy and 


prosperous New Year. 


3 ROcKWAY GLASS 


COMPANY, 


INC. 


Brockway, Pennsylvania 


Muskogee, Okla, 


Lapel, Ind. 
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Yes, GET UP 
has crossed 
the finish wire 


FIRST! New "Cleaned-in-Place" Fitting Catalog 


A completely new detailed catalog covering their 
new Tri-Clamp sanitary fittings has just been issued 
by Ladish Company, Tri-Clover Division, Kenosha, 
Wisconsin. This catalog contains detailed, descrip- 
tive and specification data on all items of this new 
Tri-Clamp fitting line and may be obtained without 
charge from the company. 





New Pamphlet on Intra-Office Communications 

Specific suggestions on where to look for “con- 
cealed” problems in business operation and manage- 
ment are contained in a booklet prepared by the 
makers of P-A-X private internal telephone sys- 
tems. This booklet analyzes the problems of intra- 
office telephone communications, and provides speci- 
fic suggestions for the remedy of clogged telephone 
lines. Copies may be obtained from Automatic Elec- 
tric Sales Corporation, Chicago 7, Illinois. 
New Binks Spray Equipment Catalog 

Binks catalog No. 956 classifies 1100 products 
and accessories for spray painting and is offered to 
the soft drink industry by Binks Mfg. Co., 3116-40 
Carroll Avenue, Chicago 12, IIl. 

The catalog includes eight full pages about cor- 


, i: 4 . = - i 
ZE i 3 , : | rect nozzle selection and provides detailed informa- 
oi .t e mew everage °° - z =a tion on spray guns, extensions and attachments, 
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pressure and siphon cups, oil and water extractors, 
pressure fluid tanks, hose and spray painting out- 
fits, compressors, fluid handling pumps, paint circu- 


GET UP is the new King Size beverage that 
rocked Convention Hall! 12 full ounces—low in | 
calories—GET UP has won bottlers’ acclaim P —_ ii | lating systems, spray booths, exhaust fans and au- 
all across the nation! TS a | tomatic -finishing equipment. 


Here’s a tip! If you want to expand your i ge | Pittsburgh Corning Issues Glass Block Catalog 
beverage market... if you want a King Size drink to get more : 
accounts, new accounts... put your money on GET UP! New 
GET UP opens a different market for you—a market you’re 
not reaching today! Join the winner’s circle, and parlay your | the Pittsburgh Corning Corporation. Because these 
‘daily double’ into the biggest money winner of this, or any | glass blocks double the insulating value of ordinary 
season. 7 
i f skyiights, condensation problems usually encoun- 
GET UP FRANCHISES ARE NOW AVAILABLE! “ fe | tered with ordinary skylights are practically elim- 
IF YOU DIDN’T GET THE FULL GET UP STORY AT ii ae inated. The catalog is prepared as a reference ms 
ae 5 : : “ < 4 +4 A 8 s HR é , g is prepared as a reference man- 
THE CONVENTION, WRITE, WIRE OR PHONE US @ 5 | ual for architects, en in vi and construction peo- 
FOR FULL DETAILS... TODAY! 7 Si sigiase: wend Ser 


A new 8-page catalog, “Skytrol Glass Blocks for 
Toplighting your Building”, has been announced by: 


ii ple. Information on physical performance, technical 
i = j data on light transmission, insulation values, instal- 
G ET U 6 = ° RP 2 RATI °o Pe = : : lation detail drawings and complete specifications 
600 EAST EXCHANGE ST....AKRON 6, OHIO = E | are fully covered in the new booklet. Copies of the 
: | booklet may be obtained by writing to the Pitts- 

Telephone FRankli : Papa ite 
ae in 6-3151 | burgh Corning Corporation, One Gateway Center, 


| Pitt, , 
JULIUS DARSKY, President. . . JOE DARSKY, Vice President . | Pittsburgh 22, Pa. 
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Mad Merry Hours 


Everyone Went to A Party! 





THE OPEN HOUSE PARTIES 
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Owens-Illinois Glass Co 
Dad's Root Beer Co. 


W.H. Hutchinson & Son 


Dr. Pepper Co 





Citrus Products Co 


Bond Crown & Cork Division 


Atlanta Paper Co 


Cardox Corporation 


The Seven-Up Co 











Mundet Cork Corp re Carbonic Co Orange-Crush Co 


Thatcher Glass Manufacturing Co Cott Beverages Corp p Yundt-Bottlematic Corp. 
Georae J Meyer Mfa. Co ck Club Co onsolidated Cork Corp 


Liberty Glass Cc 
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Mad Merry Hours 


Everyone Went to A Party! 














The Squirt Co. Award Party The Liquid Carbonic Corp. Cocktail Party and Buffet Zuckerman-Honickman Party for Pepsi-Cola Officials and Bottlers 
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Swett's O-So Co. Buffet and Cocktail Party mes Vernor Co. Dinner 


Division Cocktail and Dinner Party 
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Crown Cork & Seal Co. Open House Party National Nugrape Co. Cocktail Party S. Twitchell Co. Buffet at Camden Headquarters 





AT THE SHOW 
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Foote & Jenks Atlas Metal Works. 


; THE ORIGINAL 
| W Work Saver DO 
© $5 FRUEHAUF / 
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Work Savor Body Co. Clark Equipment Co. 


B-] Beverage Co. Mason & Mason, Inc. 
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AND THANKS TO YOU... 

More bottlers used VEKO flavors in 1954... 

sold more VEKO-flavored beverages in 1954... 

and made greater profits on those sales than ever before. 


WE RESOLVE FOR 1955... 


to dedicate ourselves to continue to give you the finest 
products ...the maximum in service ... plus every 
cooperation in meeting the many problems that 

will challenge our industry in 1955... 


E. J. Kohnstamm 
AND STAFF 


A Money-Saving Body for Every Bottler! 





ALL-STEEL 
PALLET-LOADING 
Bottlers’ Body... 











Designed to deliver important econ- 
omies in your delivery operations! . 
All-steel construction . . . electrically 
welded ... extremely light-weight . . . 
designed to fit your needs! 





Builders of Specialized 
Truck Bodies Since 1935 


MURPHY Bodies... Expressly made for your 
own type of loading problem! 





MURPHY Bodies available for three pallets and hand loading combina- 
tion as shown above .. . or for complete pallet loading if you require 


it. . . Specifications and prices upon request. 


PROMPT DELIVERY ON ALL ORDERS! 


/ 
UJ R a KH y 4 0 D HERRING AVE. Phone 7-1146 
Y Wo R K 3 5 | N C a WILSON, NO. CAROLINA 
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What Else 
Happened 


Double Cola’s musical clown dolls were eagerly sought 
by the ladies, who had to match numbered cards given 
out at the booth. Two of the prize winners shown are 
Mrs. Bob Thornton and Mrs. M. J. Becker, with L. B. Krick 
and W. A. McMahon of the Double Cola Company. 





Winning radios at the Spielman Company booth, among 
others, were Mrs. Harry Labovitz, Philadelphia, and 
Nathan Cook, Washington Bottling Co., Newark, N. J. 
Presenting the awards are H. I. Lee, Spielman repre- 
sentative and Irwin A. Parnis, Spielman’s president. 





Salient Flavoring Corp. ran a daily drawing for prizes 
of combination clock radios and attracted large crowds 
to its booth. 
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N.B.G.'S “WHAT'S MY NAME” PHOTO CONTEST 


Hundreds ef people participated in National Bottlers’ 
Gazette's intriguing identification contest, the prizes in 
which were attractive radios and a grand prize of a 
portable television set. This was won by Alfred C. 
Schwartz, Glenshaw Glass Co., Glenshaw, Pa., shown 
receiving his prize from George Shear, N.B.G. staff rep- 
resentative. Winners of radios were (top row, left), C. G. 
Chenoweth, Dr. Pepper Bottling Co., Belleville, Ill. and 
right, Joseph Lapides, Suburban Club Carbonated Bev- 
erage Co., Baltimore, Md., presentations by S. R. Kaplan. 
Center row, Vince Reinkober, Chilton Bottling Co., Inc., 
Chilton, Wisc, and right, John J. Riley, popular Secretary 
of A.B.C.B.—presentations by Rosalind Dorfman and 
George R. Shear of the N.B.G. staff. Bottom row, M. E. 
Hess, National NuGrape Company, Atlanta, Georgia, and 
right, N. Kiefferle, Northwestern Extract Co., Milwaukee, 
Wisconsin. 
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Non-Returnable 5” 
Bottles 


Cost and Profit Wise — None Can Compare 























lets them see what they buy 


There are a lot of reasons why beverage manufac- 
turers, retailers and consumers prefer GLASS to 
any other form of container. Attractive labeling...taste 
appeal...economy and convenience...sales on sight! 
These are just a few of the advantages of glass...and 
of Glenshaw Non-Returnable Bottles, in particular! 


Glenshaw Glass Co., Inc. Glenshaw, Pa. 


Gienshaw # “# 
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x ' £Amber, Flint or Green 





‘Who profits from the 
thirsty strangers? — 


- 


You can! General Foods developed Bireley’s to sell 
these “thirsty strangers”... folks who can't 
or won't drink carbonated beverages! 


Now, thanks to General Foods, you can profit from 
the giant “extra market’’... perhaps 40% of the 
people in your area who don’t drink carbonated 
beverages. 

And it isn’t just the “extra market” you'll sell. 
Bireley’s Orange Drink is far-and-away the out- 
standing soft drink in its field...takes its place as 
a leader with other great General Foods products. 


Like Jello, Maxwell House Coffee, Minute Rice— 


everybody likes pure non-carbonated Bireley’s! 

Then too, adding Bireley’s requires no big in- 
vestment. You bottle non-carbonated Bireley’s on 
the same equipment you do your carbonated line. 

What’s more, as General Foods’ soft drink, 
Bireley’s enjoys national and local advertising, is 
aggressively promoted and merchandised from 
coast to coast. 

Get the facts. Get in on the Big Bireley’s Boom! 


BIRELEY’S DIVISION General Foods Corporation 


1127 North Mansfield, Hollywood 38, California 


ENTERTAINMENT GALORE 


Delegates to the convention and their ladies had their 
choice of over 100 different affairs. Shown here are sev- 
eral thousand people enjoying the annual banquet of 
the Nehi Corp. (top row), the cocktail party staged by 
the Coca-Cola Co. (middle row). At the bottom, left, 
officers, Executive Board members and past presidents 
of the national association and their ladies attend their 
annual dinner. Bottom right, Lupton Avery entertains 
friends in the Chattanooga Glass “open house” suite. 





»— 


As a pre-convention send-off, all convention visitors and 
delegates were invited to attend a song festival at the 
Bellevue-Stratford Hotel. The two-hour show by prom- 
inent singers, a choral group, and a large orchestra en 
tertained a capacity audience. 





‘ 
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When there is agreement between ihese two men, the 
root beer business is indeed good. Edgar Hires, The 
Charles E. Hires Company, Philadelphia and Ed Barq, 
Jr., President of Barq’s, Inc., Biloxi, Miss., were optimistic 
about the prospects for root beer business for 1955. The 
two men represent firms with a combined experience in 
the Root Beer field of 121 years—Barq’s 58, and Hires. 63 
years. 
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ZEPHYR BODIES ‘iH [1) @ 6 a1 


ECONOMY TESTED od [oloce) Ws ye)>)-Wl. mie) mam + 


o The Only Real Chocolate Carbonated Drink © 
‘@) . @ Finest Quality © Good Profit Maker @ | O, 


Hi-tensile, rust resis- 
tant steels and 500 to 
1000 Ibs. less weight 
offer savings on oper- 
ation, repairs and 
maintenance. 


FREE CATALOG 


SPECIALTY ENGINEERING CO. 


December, 1954 


No Special Bottling Equipment Needed @ 06 


Public Accepted @ Franchises Available. 


for complete information write direct to: 


ode). ay #4 
PRODUCTS CO. 


4508 S. ASHLAND AVE. 


Torresdale Ave. & Pennypack St. ones *. ieee 
Philadelphia 36, Pe. 


A STAR 
IS BORN 





That's the consensus of opinion among those 
who saw the package and tasted the drink 
at the ABCB Convention in Philadelphia. 
But with us it's more than opinion—it's con- 
viction, because we have the facts and fig- 
ures of extensive tests in 14 metropolitan 
and rural counties from February | to Sep- 
tember 30, 1954. 

Would you like to know more about Lively 
Limes? Just drop us a line. 


CLOVERDALE SPRING CO. 
1601 Guilford Avenue 
Baltimore 2, Maryland 





OUR 
CHEMISTS 
ARE AT 
YOUR 
SERVICE! 








No matter how far you are from the Twitchell Lab- 
oratory, our FREE service is as near as your tele- 
phone, mail box or telegraph office ... ready, 
willing and eager to help solve your bottling 
problems. 


TWITCHELL’S 
No. 22 DRY 


GINGER ALE 


The champagne of champagne-type ginger ales. 
A special Twitchell formula that competes with na- 
tionally advertised ginger ales. A 2 oz. product ata 
low price per gallon. A choice blend of selected 
Jamaica Ginger, lime and other citrus flavors. 
Write for sample. 








CRESTMONT AND HADDON AVES. ¢ CAMDEN 4, N.J. 
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Monarch Busy On Large ° . 
Scveroen be — ‘Thirst, too, seeks quali 
Friends and customers of the Monarch Manufac- yy, yy) 
turing Co., Atlanta, Ga., puzzled by the absence of 
the company and its officials at the recent A.B.C.B. 
Exposition, will be interested in learning that Mon- 
arch is now working on an “around-the-clock” 
schedule to complete a $300,000 contract recently 
awarded to the company by the United States Army. 
Upon completion of this order, Monarch’s activ- 
ity in the soft drink industry will be intensified. 


a Ry 











GCMI OFFICIALS 


Prominent among the speakers at the recent semi-annual 
meeting of the Glass Container Manufacturers Institute, 
Inc., at the Broadmoor Hotel, Colorado Springs, were (left 
to right) Richard L. Cheney, the Institute’s director of 
marketing, Joseph M. Nester, president of the Obear- 
Nester Glass Company and GCMI president, and Victor 
L. Hall, general manager of the Institute. 








Organize New Supply Company 

A new corporation, known as Terry, Clarke & 
Strotz, Inc., has been formed as a supply company 
to serve the bottling, brewing and food packing 
industries in five Western states. Offices of the 
new company will be located at 763 The Alameda, 


San Jose, California. 


Need NEW business in cold" months? 


Let the ‘'SILVER 
DOLLAR MAN" 
show you how to 
put snap into your 
winter sales! ''Best 
sales stimulant 
| have ever used!"’ 
—says one bottler 

. Many other 
testimonials from 
sales-satisfied bot- 
tlers to show you. 


Write, wire or REG. U.S. PAT. OFF 
phone me for 
quick action — 


R. A. "BOB" PERROTT 


originator of the Bottlers Sales Promotion 
copyrighted Brunswick, Georgia 


“SILVER DOLLAR MAN 
PROGRAM" Phone 2664 #COKE" IS A REGISTERED TRADE-MARK 


December, 1954 











May God show us the way 
"to bestow the gift of Eternal 
Peace on our loved ones. 
Let our Hope for the Future 
spur us on to face the:New Year 
with Courage . . . ever mindful 
of our individual responsibilities 


in bringing Good Will toward men. 


We, of the Flavorex Company, 
are deeply grateful for your 
Confidence and Patronage, 
and hope that in the years 
ahead, we will continue to 


merit your Friendship. 


AWARD PLAQUE TO W. B. DURLING, 
STANGE CO. PRESIDENT 


The highlight of the recent sales meeting of the William 
J. Stange Company, Chicago, Illinois, was the presenta- 
tion of a plaque by the Stange salesmen to President 
W. B. Durling in recognition of Mr. Durling’s leadership 
and in commemoration of the company’s 50th Anniversary. 
Bill Durling is shown accepting the plaque from Dave 
Nay, spokesman of the group. 








THATCHER GLASS 
NAMES NEW SALESMAN 


D. R. Parfitt, vice president 
and general sales man- 
ager, Thatcher Glass Mfg. 
Co., has made known the 
appointment of John C. 
Keagle to that company’s 
glass container sales staff 
Mr. Keagle will work out of 
Des Moines, Iowa, and rep- 
resent Thatcher in several 
mid-western states. 


ATLAS TOOL NAMES 
FRANK PARKER, 


Frank Parker has been 
named Chief Field Service 
Engineer for the bottle ven- 
dor department of Atlas 
Tool & Mfg. Co., St. Louis, 
Mo. 


TRU-ADE ADVANCES 
LOTT 


The appointment of C. G. 
Lott as Manager of Licens- 
ing was made known by 
Lee C. Ward, president of 
Tru-Ade, Inc., at a recent 
organization meeting. Mr. 
Lott has had many years 
experience in all phases of 
parent company opera- 
tions, having joined Tru- 
Ade in 1941. 


CROWN CORK APPOINTS 
DIRECTOR OF MARKETING 


T. Stanley Gallagher has 
been appointed Director of 
Marketing of Crown Cork 
& Seal Company, Inc., ac- 
cording to E. J. Costa, Vice 
President and Director of 
Sales. Mr. Gallagher will 
assist Mr. Costa in develop- 
ing a centralized market- 
ing department for anal- 
ysis of sales potentials and 
other functions in the field 
of market research. 





































































FRANK PARKER 
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Dex 






National Bottlers’ Gazette 















h 


h 


<A 


quality “UP” ¢ o 
h the program that 
gets RESULTS! 
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CHECK THESE TYPICAL EXAMPLES! 


CALIFORNIA bottler started distributing Bubble Up 
April, 1954. Bubble Up sales now running 
neck and neck for first place... Bottler pre- 
dicts Bubble Up will be number one within 
six months. * 

INDIANA bottler started distributing Bubble Up 
April, 1954. Showing 8.5 bottles per capita 
for first five months. 

NEW MEXICO bottler started distributing Bubble Up 
December, 1953. Showing over 15 bottles per 
capita first nine months of °54. 

SOUTH CAROLINA bottler started distributing Bubble 
Up February, 1954... Reports Bubble Up 
already tops his other two lines. 

WASHINGTON bottler started distributing Bubble Up 
May, 1954... by September Bubble Up sales 
had passed his two nationally-advertised 
“non-flavor” items. * 





*Bottlers’ names and addresses on request. 


Bubble Up is the quality “up” 
with the program of sales pro- 
motion that gets RESULTS! 


BUBBLE UP CORPORATION 


1015 South Washington St., Peoria, Illinois 





e D. R. Parfitt, vice president and e The Industrial Sales Department of 
general sales manager, Thatcher Glass The Permutit Company, New York, N. 
Elmira, Y., has made known the appointments 
of Messrs. K. G. Barnhill and E. J. Con- 


Manufacturing Company, Inc., 


New York, announced the addition of 


; ; nelley to the positions of sales engineers 
Raymond W. Roney to the sales staff of Abies 
at Boston, Mass., and Cineinnati, Ohio, 
that company’s Glass Container Division, a : 

‘ years of sale 


respectively. With many 


He will work out of Thatcher’s Chicayvo ; 


and service experience Im the fields o 


3 , Offic under the direction of ; : 
sranch tice — ies water treatment, both are well qualified 
‘ 2 4 . » sh ‘. la « . 
George Dusterdieck, Branch Sales Man to give counsel on any water condition 
ager. ing subject 


December, 1954 


® Magnus, Mabee & Reynard, Inc., in- 
ternationally famous essential oil firm, 
has announced the appointment of W. 
Warfield Graves, Jr., who will represent 
the Company in Michigan and surround- 
Ing areas. His headquarters will be in 
Royal Oak, Michigan. 


® Carl A. Lyon has joined the West 
Coast sales organization of the Glass and 
Closure Division of the Armstrong Cork 
Company, it was announced by R. H. 


Hetzel, sales manager of the division. 


Mr. Lyon, who is well known in the glass 
packing industry, has his headquarters 
at 383 Brannan Street, San Francisco. 


e Anchor Hocking Glass Corporation 
has announced the appointment of Frank 
H, Baumgardner as sales manager of its 


subsidiary the Tropical Glass & 


Company, Jacksonville, Florida. It 










Box 


has 


also announced the appointment of Philip 


W. Hatch as sales manager of its Closure 


Division at Lancaster, Ohio. 





Viewed from 
any angle... 


or 


* for trial 
only. 








Name 
Company 
Address 
City 
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MarBert 1s tops! 


Yes, no matter how you look at it 


... from the standpoint of cost, flavor 


consistency of quality, MarBert Cola 


and MP Cherry Cola have what it takes 


for profitable cola bottling. Send for 
our price list and a trial gallon of 


bottling syrup* today. 


TRIAL GALLON 


BOTTLING SYRUP $ ’ 


arBert Coua 


MarBert Cola and M-P Cherry Cola are 
sold regularly as a concentrate. 


ss siaanitewillaae eee meee el 
MARBERT PRODUCTS, Inc., 
19 E. Lombard St., Baltimore 2, Md. 


Here's your dollar, send me a gallon of bottling syrup of the flavor 
checked and information on prices. 


MarBert Cola 
M-P Cherry Cola 
(check here) 


Zone State 
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A New Kind of 
"ANTI-FREEZE'! 


Ever stop to think that with the right kind 
of flavors and imaginative merchandising 
you can prevent ''freezing'’ up of your sales 
during the winter season? 


PENRITH-AKERS has the answer for you! 
Here are some of the experienced "'P-A" 
men who can supply you with this sales "'anti- 
freeze”... 





RAY HART 


BOB JOSEPHSON 





TIM SHEEHAN 





MANUFACTURING COMPANY 


1311 SO FIFTH TREET © MINNEAPOLIS 4, MINNESOTA 
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Ni MAN'S OPINION 


“7 uene are many different approaches to the 
job of selling, whether the product be apples, cloth- 
ing, automobiles, or beverages. In none of them does 
the salesman realize the maximum of his time and 
effort than when he sells “positively”. 

We have often heard a would-be salesman ask, 
“You wouldn’t want this article, would you?” and 
we immediately agree, because it is the most natural 
answer, and therefore the easiest. 

Dr. Vincent Peale has summed it up for us in 
his various writings by stating, ‘““‘We only do as 
good a job as we feel within ourselves we are 
doing.” If we awaken on Monday morning and say 
to ourselves, “This is going to be a typically lousy 


” 


Monday,” it will be. There would not possibly be 
any other type day because we have already ad- 
mitted that we are not prepared for it and, as a 
result, cannot acclimate our minds and impulses 
to the attitude of a successful, remunerative day 
We are defeated before we begin because of the 
negative attitude. 

We must shake our minds, literally and figura- 
tively, to the point of absolute expulsion of those 
distracting and destroying thoughts by emphatical- 
ly stating to ourselves, “This is a perfect day I 
am blessed with! I know it will be a success.” By 
so performing, we are admitting and declaring 
that we are capable of handling ourselves and the 
situations with which we will be confronted. In 
addition, our attitude exudes confidence in every 
statement and action and cannot he!p but produce 
a fruitful experience. 

The story is told of a method used in ancient 
days of preparing a particular horse for the big 
race that culminated days of feasting and cele- 
bration for a successful harvest. It seemed that 
year after year a certain farmer invariably won 
this important race and never with the same horse. 
After losing repeatedly on wager after wager, his 
friends and neighbors delved into the secret of his 
success, and this is the story the farmer unfolded 
to them: 


Iron weights, weighing very little, were attached 





by 
A. Maurice Davis, 


Liberty Glass Co. 





Develop A Positive Personality 


to the hooves of the horses to be run in the race 
each morning, and the horse worked and ran all day 
with the weights on his legs. Each successive da} 
the amount of iron was increased until just before 
the harvest season. Great steel balls were riding the 
legs without apparent discomfort to the placid 
animal. Then, just before the race began, and out 
of sight of the crowd, the farmer removed the steel 
balls and led his animal to the starting post. His 
horse seemed literally to possess wings, so rapidly 
did he traverse the track. No horse in all the 
country could match his speed and lightness as he 


flew along the ground. 


Let us run the race with patience, with fortitude, 
with American ingenuity, if you please. Our indus- 
try was not founded, and has not prospered, on a 
defeatist attitude. We have had leaders of vision, 
persistence, and business acumen who have pre- 
served a heritage we must be willing and anxious 
to enhance in these hectic, trying times. We must 
be alert, look ahead rather than settle for the most 
expedient answer, and exhibit good use of the 
natural ability and intelligence we possess. Good 
honest labor, with foresight and American integrity, 
is not old-fashioned. It still presents the most per- 
fect solution to man’s desire to succeed and improve. 
Communism and Socialism would have us brought 
down to the level of the lowest. Americanism would 


have us reach the pinnacle of the highest. 


Let us remove the weights from our feet and 
the shackles from our minds and present a positive 
salesman—for ourselves and for our industry—to 
the world around us. Awaken each morning with 
the firm reality that “For this day I am thankful. 
May I use it to full advantage by taking hold of the 
beliefs of my mind; that I can sell the account that 
has been difficult to approach, that I can do more 
by laughing than crying, that worry is simply a 
very bad mental habit, that happiness exudes con- 


fidence, and confidence produces sales results.” 


You will be amazed at your accomplishments with 


such an attitude 
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BODY NOW AVAILABLE AT ALL 





















































- Work Sa 





8 immediately-accessible 
compartments speed up 
loading and delivery with 
the Fruehauf WorkSaver 
Body, now distributed at all 
Fruehauf Branches. 
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Name 
Company 
Address 


City 


Recognized as the 
time-saving, dollar-saving unit fits all standard chassis with 102” 
cab-to-axle measurements on any make of truck. 14’5” 
long and 8’ wide, it is the answer to time-consuming loading and 
oe problems. The WorkSaver is designed for loading by 

hand, conveyer belt, or fork lift truck. 


to 111” 


FRUEHAUF BRANCHES! 


| apncter viol DELIVERY in any part of the country can now be 
made on the original WorkSaver Body for beverage haulers 
and distributors. You can now get complete details or place 
your order at any of Fruehauf’s nationwide network of con- 
venient Factory Branches. 


“Standard of the Reverage Industry,” this 


Full-height sliding panels and a full-length diamond tread step 


make delivery by WorkSaver fast and 
simple. Every part of the load is instantly 
available at all times. Cases of all sizes, as 
well as barrels, can be loaded and unloaded 
quickly and easily. Eight handy compart- 
ments eliminate rearranging, and remov- 
able “Jiffy Rods” keep all of the load safely 
in place in transit. 


Call any Fruehauf Branch from coast to 
coast for further details and literature, or 
send in the coupon below. 


Fruehauf Trailer Company, Truck Bedy Division 
10993 Harper Avenue, Detroit 32, Michigan 


[] Please send me complete, illustrated free literature on the WorkSaver Body. 
[] Please have a Fruehauf salesman call to discuss specifications and prices 


—— State a 


| Beverage Price Map 


Onur 2-color Map of Beverage Prices, which has 
been appearing monthly in N.B.G. as a regular 
feature, is omitted from this issue since it is under- 
going wide revision to bring it fully up-to-date. It 
will be published as usual in the January number. 

Meantime, it should be noted that prices have 
increased in the States of Minnesota, North Da- 
kota, Northern Iowa and the northeast corner of 
Illinois, to the extent that these areas (in next 
month’s map) will be unshaded. Enough bottlers 
in these territories have increased their prices to 
$1.20 or above to make them the majority, coupled 
with the fact fact that most if not all of the major 
franchise bottlers are included in this group. 

Southern West Virginia has also moved into the 
higher price column, because of price increases in 
the last two years. Many bottlers are now selling 
splits for 96c and since September of this year, 
when Coke Williamson and Logan went to that 
price, all bottlers of franchised drinks are on that 
level. 

Arkansas Beverage Company (Pepsi Cola) in 
Hot Springs, reports moving its price on 10 oz. from 
80c to 95c in Garland, Hot Springs, Sevier, How- 
ard, Pike & Clark, Saline, Montgomery and Nevada 
Counties, an increase readily accepted by dealers 


and consumers. 


National Manufacturers Of 
Beverage Flavors Meet 
(Continued from Page 16) 





Garrett F. Meyer (Warner-Jenkinson Mfg. Co.) 
spoke briefly on the advantages of the monthly 
drawback proviso and urged members to use this 
method in order to avoid extended tie-up of capital. 

“The Use of 
was the subject of a very interesting talk delivered 
by H. L. 
Inc. ) 


Aromatics in Beverage Flavors” 
Janovsky (Virginia Dare Extract Co., 


Indicative of the wide range of subjects covered 
in short informative talks at the meeting were 
Twitchell 
Artificial Sweeteners”; George 
Culley Bottlers’ 
Assn.) on “Impact of Canned Beverages on the West 
Coast”; and Robert Pulver (H. Kohnstamm & Co., 
“Economic Aspects of the Bottling Indus- 


the contributions of Myron J. Hess (S. 
Co.) on the “Use of 


(Secretary California-Nevada 


Inc.) on 
try”. 
At the conclusion of the meeting, all officers were 
re-elected, as follows: Henry E. Schmidt, 
dent; C. D. Little (Double-Cola Co.), Vice Presi- 
dent; Frank A. Robbins (Theonett & Co.), Treas- 
urer; John S. Hall, Secretary. 


Presi- 















here S the 


franchise 


that s 


Send for this 
Ge 


PLAN FOR 
PROFITS 


This foider wili explain how 
the CHEER UP plan is 
planned for you the bottler. 
CHEER UP’S new franchise 
is designed to give you 
strong promotional support, 
and profitable sales in your 
LOCAL market. You'll like 
the woy CHEER UP enabies 
you to retain complete con- 
trol of your business and the 
mony other exclusive bene- 
fits not found in ordinary 
“UP” franchises. Don't delay 
send today! 


® 











CHEER UP CO., 2001 S. Ninth St. 


i St. Lovis 4, Missouri 
| [-] Send Franchise folder immediately ! 
| (_] Have Cheer Up Representative Call ; 
RENN itl caehcsicidncceksecepanbebansiabetesoibes 
Name ; | 
| | 
| hae daissncisccantonvoabeiencnnniiiiasial | 
| | 
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Who Can Foretell the Future 
Package for Soft Drinks ? 


(Continued from Page 17) 





According to Mr. Walsh, the tech- 


nical problems of making cans for 


carbonated beverages have been over- 
come and the can producers have 
reached a point where they have to 
face up to the fact that quality of 
product, as well as quality of container 
is vital to future growth. 

Why cans? From Mr. Walsh’s point 
of view, the canned soft drink pack- 
age offers light weight, convenient 
and compact packaging and fiils an 
important need in today’s modern 
tempo of buying, selling and consum- 
ing. 

“It is because of these tried and 
tested formulas that we believe soft 
drinks in cans will help sell more total 
carbonated beverages,” Mr. Walsh 


concluded. 


The Case for Botties 


heer’ s take a look at the record,” 
urged R. L. Cheney in extolling the 
virtues of the bottle package for soft 
drinks in his interesting address be- 
fore the Annual Convention of the 
American Bottlers of Carbonated Bev 
erages held in Philadelphia, Novem- 
ber 15-18. 

Last year when bottlers of car- 
bonated beverages were suddenly 
faced with some new and very aggres- 
sive competition, the question on all 
sides was, according to Mr. Cheney, 
“What should I, as an individual bot- 


"? 


tler, do about it?’ Some 50 bottlers 


out of 5,500 have said “me too,” and 


in spite of the large investment and 
the risk and the many problems, have 
jumped into the new package. Current 
business checks and trade paper news 
reports indicate that some of these 
enterprising bottlers are in trouble, 
Mr. Cheney believes. 

“How did the bottlers sell more than 
28 billion bottles of soft drinks in 
1953? They did it through sound mer- 
chandising, using the most economical 
known package, the returnable glass 
bottle, with all the well-known advan- 
tages of glass: its sparkling clarity: 
its chemical inertness that absolutely 
protects the flavor and quality of the 
drinks; its obvious cleanliness and 
sanitary surfaces; its robust strength 
capable of handling any reasonable 
carbonation, and all the rest of the 
wonderful advantages.” 

Continuing his examination of the 
proper container for the soft drink 
industry, Mr. Cheney indicated that 
the recent statement made by a presi- 
dent of one of the can companies that 
the net extra cost of packaging soft 
drinks in tin is 2 cents per unit. When 
this is multiplied by the 28 billion 
bottles turned out last year, it totals 
$560,000,000—-over half a billion dol- 
lars. Who is going to pay this bill, 
he queried. Who, he asked, can help 
the bottler in the competition with 
every other industry for the consumer 
dollar. : 

In concluding his presentation, Mr. 
Cheney directed attention to a recent 
business survey in which two prin- 
cipal reasons were given for the 
strong preference for glass. These 
were listed as flavor and economy. 

“These two facts,” said Mr. Che- 


ney afford an answer to the bottler 


who asks, “What can I do to meet 
this new competition.” There is a 
great deal he can do. He may, (1) 
sharpen his sales efforts, (2) increase 
his advertising at least temporarily, 
and (3) develop a positive merchan- 
dising program to refocus attention 
on bottled beverages by reminding 
customers and retailers of their ad- 
vantages. The survey gives you your 
advertising theme, “Flavor” and 
“Ecunom:*’, 

“But,” bottlers say again, “there is 
an increasing willingness on the part 
of the American people to pay extra 
for convenience. Suppose that enough 
consumers and retailers in my terri- 
tory will pay for and demand soft 
drinks in a _ no-deposit package to 
make it necessary or worthwhile for 
me to have one?” 

“In that case, the best answer is 
the One-Way bottle. They can intro- 
duce this with a small investment. 
It can be efficiently handled through 
present equipment. As Mr. Morgan 
of White Rock says, “It is possible 
for a bottler to market carbonated 
beverages at 6 for 59c in 12-ounce, 
One-Way bottles profitably.” Some 
100 bottlers are already using this 
bottle and many are retailing them for 
less than this amount, giving their 
retailers a better-mark-up than the 
canned drinking people, and report 
satisfactory profits.” 

“Does the public want the One-Way 
bottle? Experience of many bottlers, 
quoted in the trade papers, proves 
they do. This is confirmed by the 
Philadelphia consumer survey, which 
shows an over-all preference for glass 
of 5 to 3 over tin cans, at the same 


price. 








For Over Half a Century 
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BOTTLING EQUIPMENT 


THE COMPLETE LINE 


THE Li beg ts CORPORATION 
3100 South Kedzie Avenue, Chicago 23, Illinois 


BROMINATED APRICOT KERNEL OIL 
RED 


DIAMOND 
EXTRACTS 











DOMINOL AP 





Manufactured by us since 1936 
Used by domestic <nd foreign extract manufacturers 
for many yecrs to their entire satisfaction. 


SP.GRAVITY 1.34 


Sampies, prices and instructions 
for use on request.... 


Dominion Products, Inc. 


Manufacturing Chemists 
10-40 44th DRIVE 
«ONG ISLAND CITY 1, N. Y. 
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PROMOTION 
MOTION OF THE MONTH of the Month 


AWARD 
TT BOTTLING GO 


N a A 






Recognition in business is frequently earned 


through quality of product and ingenuity in 






developing outstanding merchandising me- 






thods. For the development of the plastic 






bottle stopper and its effective use in pro- 







moting the sale of soft drinks, the National 










Bottlers’ Gazette has awarded the “PRo- 


Light weight... all-bolted construction 





MOTION OF THE MONTH” bronze plaque to 





are two features of the new, redesigned line of the Cott Beverage Corporation, New Haven, 
Magcoa magnesium hand trucks. Models to handle 
five, and even six cases at a time. Permanent-mold 
cast nose plates in choice of sizes—with knife edge 
for getting under loads easily. Stair climbers and 
other accessories; choice of curved-back or straight- 
back frames, handles, wheel sizes and tire types. 
More than 60 models—all rated at 500-lbs. capac- 
ity. Write for free new literature. Magnesium 
Company of America, Materials Handling Div., 


East Chicago 23, Indiana. 






Conn. This promotion was voted outstand- 






ing in sales results by food chains, whole- 






sales, supermarkets and independent gro- 







cers, and represents an outstanding con- 










tribution by a member of the industry in 







better merchandising of soft drinks. 
















Left: There is nothing so ef- 
fective as a smart sales pro- 
motion idea to help spark soft 
drink sales. This plastic bottle 
stopper, distributed free with 
Cott Beverages, caught many 
a customer's eye and helped 
dealers move the Cott line of 
soft drinks. 







there’s an AMERICAN PARTITION 
TO PACK FASTER, SAFER 


» é 













Below: At the recent 36th an- 
nual A.B.C.B. Convention held 
in Philadelphia, John Cott 
(center) president of Cott Bev- 
erage Corporation, admires 
the bronze plaque presented 
to the company by David K. 
Kiel, (left) associate editor, 
National Bottlers’ Gazette, as 
Walter A. Bonvie, (right) 
Cott’s advertising manager 
looks on. Mr. Bonvie, who de- 
veloped this promotion idea 
also received a U. S. Govern- 
ment bond. 
















Speed casing, cut 
labor costs, minimize 
breakage with Amer- 
ican pre-assembled, 
interlocking partitions. 
1 Volume production 
when you want if. 
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AMERICAN PARTITION CO- 
Division of Clutton Foods Se. 


BOUND BROOK, N. J. CHICAGO, ILL. 
MERCED, LOS ANGELES, SAN FRANCISCO, CALIF. 
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Water-Wall Spray Booths for Painting 
Bottlers and operators concerned with keeping 
vending equipment and trucks looking bright and 
new will find the Westfield Waterfall Spray Booth 
of considerable interest. These spray booths are 
well adapted for production and automotive paint- 
ing and permit complete removal of paint laden 
water from exhaust air without paint trapping. 
In operation the Westfield spray booth is both 
simple and positive. Paint laden air, at high velocity 
enters at the bottom of the patented Westfield 
Chamber and, meeting the water flowing down from 
the overflow trough, produces a turbulent area of 
atomized, swirling water. At the lower baffle, the 
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TREEN QUALITY 
| PALLETS | 


for any stacking or 
warehousing problem, 








to your requirements. 










engineered and manufactured 





water is squeezed out, and the partially cleaned air 
again meets a flow of water coming down the scroll, 
and the washing and squeezing cycle is repeated. 
With Westfield spray booths there is no downtime 
for maintenance. 

Complete information concerning these paint 
spray booths can be obtained from the Westfield 
Sheet Metal Works, Inc., Kenilworth, N. J. 


Oakite Announces New Additive 

For Caustic Bottle Washing Solutions 
Oakite Limelite, a new additive for caustic bottle 

washing solutions, has recently been introduced by 








WEST COAST: 





for ALL 


PLANTS: LONG ISLAND CITY — LOUISVILLE, KY. 
H. R. LAIST COMPANY 


RIALTO BLDG., SAN FRANCISCO, CALIF. 








GUARANTEED UNIFORMITY 


D. D. WILLIAMSON & CO., Inc. 


5-39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, NY 
1901 PAYNE STREET, LOUISVILLE, KY 


MAXIMUM COLORING STRENGTH 








BRISK 
GINGERS 


ASSURE CONTINUAL HOLIDAY 
Flavor Sales 


2 02., 4 02., the incomparable #1828, 2 oz. and #203 Can- 
adia Style 2 oz. GINGERS ... . and the special | oz. CREAM. 


We also feature the complete Conron line besides. 
Full line of Soda Water Flavors. Write for Samples & Prices. 


“THE GINGER HOUSE ~ 





Oakite Products, Inc., manufacturers of industrial 
cleaning and related materials. 


Added to solutions of 244% 


Oakite Limelite brings to bottle washing special 
lime-sequestering properties 


or more caustic soda, 


lime chelating and 
which, according to the manufacturers, convert the 
metallic ions present in hard water into soluble 
compounds. Rendered harmless, the calcium and 
magnesium salts can no longer form insoluble soaps 
or scale deposits. 

The results, say the manufacturers, are better 
cleaning and economy. They point out that Oakite 
Limelite steps up the cleaning power of caustic as 
weil as its rinsability. Bottles are free of dulling 
film. While the product was designed specifically 
for hard water areas, field tests have shown im- 
provement in caustic washing solutions in other 
areas as well. 

Oakite Limelight is said to be completely soluble 
in cold or hot water. It is stable in solution, and 
unlike many other additives, it does not decompose 
at high temperatures. Effective concentration ratios 
range from 1 part Oakite Limelite to 10 to 20 parts 
caustic. It is not necessary to increase the concen- 
tration when highly caustic solutions (5 or 6%) are 
used—just the first 3% need be treated. 





For over 30 years...FAMOUS FOR 


GINGER ALE 


MONTE CRISTO - --- THESCO 


— two favorites with bottlers who want the best! 





A Full Line Of Distinctive Quality Flavors 


~THEALL & PILE, INC. jew voutiy 38k 
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The quality liquid sugar 
for quality products... always uni- 
form...made by a manufacturer 
with over 40 years of KNOW-HOW 
and exacting standards. 


CONSIDER THESE ADVANTAGES: 


e@ Controls batches 
e@ Decreases labor costs 
e@ Increases production 


@ Eliminates bag dust, 
lint, and sugar 
Spillage 


TANK CARS 
TANK WAGONS 


Order direct or 
through your 
Sugar Broker 


| sw ow 
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NULOMOUNE 


be 






THE NULOMOLINE DIVISION 


AMERICAN MOLASSES COMPANY 
‘ 120 WALL STREET, NEW YORK 5, N. Y. 
Plants at 
\. Brooklyn, N.Y. « Chicago, Ill. » Los Angeles, Cal. « Montreal, Canada 





Buy 





Gaco Tufbilt 
Beverage Cases 
ECONOMY ... is what you get when you buy Gaco 


Tufbilt Beverage Cases. Bottlers records show more 

than ten years’ service for many Gaco Cases. You 

add economy through availability of standard replace- 

ment parts. Send us your order today . . . see why 
Gaco Cases... 


LOOK BETTER 
LAST LONGER 


Specify 







Standard 
replacement parts. 

















CIDEON MISSOURI . 





December, 1954 








Routemaster Forward Control Body 
Introduced by Herman Body Company 


A brand new modern re-designed line of Route- 
master Forward Control Bodies has been introduced 
by the Herman Body Company of St. Louis, Mo. 

According to L. H. Courtney, vice president and 
general manager of Herman Body, the new Herman 
Routemaster bodies are designed for mounting on 
all standard forward control truck chassis. 





Routemaster bodies feature maximum visibility with 
curved, full-view wrap-around windshields. This offers the 
utmost in safety and driver comfort. All Routemaster 
bodies are equipped with sliding side doors. 





In step with the demands of modern industry, 
the Routemaster is available either in steel or 
aluminum constructions. Herman-built with many 
years of tested experience, the new Routemasters 
are designed to give years and years of economical 
operation. The Routemaster line offers famous 
Herman quality at ordinary body prices. 

Routemaster bodies feature “Showcase”’ visibility 
with curved, full-view wrap-around windshield. This 
new Herman development in visibility eliminates 
driver “blind spots’. Not only does the “Showcase” 
wrap-around windshield offer the utmost in safety 
and driver comfort, but it also contributes in large 
measure to the streamliner design of this new 
Herman forward control body. 

Routemaster bodies are offered in three basic 
sizes. Standard sizes include 8, 10 and 12 foot 
interior load space length. Width of the Route- 
master inside is 78” and the height is 70”. All 
Routemaster bodies are equipped with sliding side 
doors, automotive-type, controlled fresh air cab ven- 
tilation, built-in tubular multi-port defroster, and 
full body width utility shelf over windshield. 


Crown Acquires Property 
in Los Angeles 

John J. Nagle, chairman of the board and presi- 
dent of Crown Cork & Seal Company, Inc., has 


announced that in line with the company’s expansion 








7 ENN Crowns 


SPECIAL 
or STOCK 








SPOT 
or 


REGULAR 











For more than 20 years a reliable 
source of supply for precision- 
made... handsomely 
lithographed 
CROWNS for the 
bottling industry. 


PENN 





We also 
manufacture 
Screw caps 
from 18mm 

to 89mm. 





CORK & CLOSURES, INC. 


1155 Manhattan Ave., Brooklyn 22, N. Y. 


EVergreen 9-4416 








ST 
60% OF CO, co 
PN 

—————r 


Full-opening for easy cleaning and inspection, 
Dry Ice Converters require no power, no refriger- 


ation, no operating costs. Use full-sized 50-Ib 
cakes of dry ice or liquid CO,. Work equaliy well 
with either. Will quickly pay for themselves 
through gas savings. Variety of sizes available 
for either vertical or horizontal installation. 


Write for complete details, prices 


DRY ICE CONVERTER 
CORPORATION 


Dept. C., Box 1652, Tulsa, Okla. 


DRY ICE 
CONVERTER CORP. 


TULSA. OKLAMOMA 
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= UTILITANKS 


glassed inside and out for storage 


Smooth, nonrusting surfaces keep your 
product pure, are easy to wash clean! 


Here’s that low-cost storage you’ve wanted—new 
UTILITANKS give you the easy cleaning and non- 
contaminating qualities of glass plus the structural 
strength of steel. 

On the inside, this glass protects your product 
from contamination because glass will not oxidize, 
flake or deteriorate with age. 

On the outside, the glassed surface means you 
never have to paint the tank. It won’t rust. 


Fast, easy washing 
Cleaning is easy, too, because Pfaudler glass is 
smoother than the most highly polished stainless 
steel, and practically nothing sticks to it. Just hose 
it down—inside and out. 


Low-cost storage 
UTILITANKS are low in cost. We've left off fancy 
gadgets and used glass perfectly suited for such 
products as liquid sugar, syrups and other neutral 
products. Sizes range from 1000 to 5000 gallons, 
and your initial investment can run as low as 50c 
per gallon capacity. 


Write for Bulletin 916, 
which gives full details. 


UTILITANKS is a trade-mark of The Pfaudler Co. 


faudler 


The Pfaudler Co., Rochester 3, N. Y. 


American Brewers’ Supply Co., Smithfield St., Pittsburgh 22, Pa.: The Lilly 
Co., 466-8 Union Ave., Memphis, Tenn.; Northwestern Extract Co., 216 
Broadway, Milwaukee, Wisconsin; Penrith Akers Mfg. Co., 1311 S. Fifth St., 
Minneapolis, Minn.; S. Riekes & Sons, 1402 Webster St., Omaha, Nebraska, 
444 S. W. Fifth St., Des Moines, Iowa, 1903 S. Flores St., San Antonio, 
Texas, 522 W. Douglas Ave., Wichita 12, Kansas, 211 So. Compress St., Okla 
homa City, Okla., 1612 First Avenue, Rock Island, Ill. and 5715 Manchester 
Avenue, St. Louis, Mo.; Buckner Equipment Co., 2532 S. Wabash Avenue 
Chicago, Ill.; C. G. G. Schirmer, Box 181, Higganum, Connecticut; Win. |! 

lobias, 3508 Jackson Avenue, El Paso, Texas; S. Twitchell Co., Crestmont & 
Haddon Avenue, Camden 4, N. J.; Geller Balze Co., Inc., 161 KE. 33rd St 

New York 16, N. Y.; Consolidated Siphon Supply Co., Inc., 22-24 Wooster St 

New York 31, N. Y. 
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program on the West Coast, a 15-acre ‘tract of land 
has been purchased in the Industrial Center of the 
San Fernando Valley at San Fernando Road and 
Bledsoe Street in the Sylmar area of Los Angeles. 


A new and larger plant for the manufacture of 
the Company’s products is planned for this site. 
Further details will be disclosed in due course. 

At present the Western Division of Crown Cork 
& Seal Company is engaged in the manufacture of 
crown corks, closures and cans in its San Francisco 
plant and crown corks in its Los Angeles Plant. 


VERSATILE BODY... 





This 7%68-case special body, operated by the Pepsi-Cola 
Bottling Co., Rocky Mt., N. C. is one of a large fleet of 
special bodies manufactured for the company by Murphy 
Body Works, Wilson, N. C. It features a combination of 
three pallet loading compartments and two hand-loading 


sections for the multi-flavor bottler. 





New MAGCOA Magnesium 
Hand Truck Bulletin Issued 


Lightness, all-bolted construction and choice of 
models and accessories in its new line are stressed 
in a MAGCOA Magnesium Hand Trucks 
bulletin recently released by the Magnesium Com- 


catalog- 


pany of America. 

The new catalog uses actual photographs to show 
design, construction features and on-the-job appli- 
cations of the recently-redesigned hand truck line. 


Copies of the new catalog-builetin and further 


information are available from the Magnesium 


Company of America, Materials Handling Division, 


East Chicago 19, Indiana. 
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AMERICA’S FINEST, most Complete Line 











The 
BEVCO 
BLOWER 
cOiL 





Here's modern, speedy, 
dry cooling at its best, for 
all beverages provided by 
the BEVCO field - tested 
Blower Coil refrigeration 
system that’s trouble-free 
and dependable. The 5- 
year warranty guarantees 


PERFORMANCE 


perfect service. Water 
equipment, dividers, cast- YEAR AFTER 
ers, stainless interiors, YEAR! 


exteriors, available in 
all models. 


SEND FOR CATALOG N-DI 


The BEVCO Company, Inc. 


3316-28 S. BROADWAY « ST. LOUIS 18, MO. 
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Schaefer Wobble Type 
Bottle Brushes bristled 
with genuine DuPont 
Tynex Nylon in white 
or black. 

















BRUSHES 
CLEAN MORE 
BOTTLES! 


Bottlers find this brush actually 
cleans more bottles between brush 

changes. It’s designed for longer wear and better clean- 
ing That’s why you'll find fewer brushes to deliver clean 
bottles — with Schaefer That’s true of all Schaefer 
brushes — for machine cleaning and floor maintenance, 
too. Try them all. Write for prices and details. 


BUY SCHAEFER 


CHAEFER BRUSH MFG. CO. 
IT’S SAFER! , 


117 W Walker Street 
Milwaukee 4, Wisconsin 


SUPERIOR BOTTLER'S BRUSHES SINCE 1910 
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wherever you are... 


YOU'RE CLOSE TO 
BOND TAILOR-MADE 
CROWN SERVICE 


e PITTSBURGH 

e SAN FRANCISCO 
e MILWAUKEE e SAN LEANDRO 
e NEW ORLEANS e SPARTANBURG 


e ST. LOUIS 
BON CROWN anp 
Cc CORK CO. 


WILMINGTON, DELAWARE 





e DALLAS 
e LOS ANGELES 








- CONTINENTAL 
7 CAN COMPANY 











Announce New Franchise Program 
For Korker Beverages 
The Virginia Dare Extract 
Brooklyn, N. Y.,-has instituted an all new 
chise program for Korker, the company’s carbon- 


Company, Inc., 
fran- 


type beverage, in answer to increased 
The 
a division of Virginia Dare Ex- 


ated “up” 
consumer acceptance and year-round demand. 
Korker Company, 
tract Company, has been formed especially for this 
a popular name in the 
extract field for over 32 years. Korker will be pro- 
moted as the OK “up” drink through an entirely 
new advertising and sales promotion program in 


vénture by Virginia Dare, 


close cooperation with Korker franchised bottlers. 
Initial efforts in the mid-west have been extremely 
high quality and fine 


successful because of the 


lemon-lime taste of the product, its all new eye- 
appealing ACL bottle, attractive new crown, snappy 
new colorful 6-bottle carrier and powerful adver- 
Information concerning territories 
Korker Com- 


Brooklyn, 


tising material. 
obtained from the 
Building No. 10, 


still open may be 


pany, Bush Terminal 


a 


Aidmon Appointed by Carbonic 


Dispenser, Inc. 


bottled soft drink 
manufac- 


Sales representation in the 


industry for supercharged carbonators 


BOOST YOUR SPIRITS! 











, & VITAMIN 8, eS 
Available in 7, 10, and 28 oz. 
As Your Local Situation Demands 
Your Territory May Be Open 


B-1 BEVERAGE COMPANY 
2301 Hampton Ave., St. Louis, Mo. 


December, 1954 


features: 


CUSTOM-BUILT . .. to soive Your 


Bottle Washing Problems.... 


Bottle washing problems differ. That's why NIAGARAS are '‘custom-made"’. | 
Our 25 years of specialized experience enables us to build washers that 
are guaranteed to do the job you need . 
customer! 


NIAGARAS are expertly designed and engineered with these important 
Cen handle any size from 4 oz. to 5 gallon; No jets to clog; 
solution renovator filters water every few minutes and discharges con- 
tamination; Two compartment; makes its own rinse pressure; saves water. 
Completely welded, no castings, no breakage. 


NIAGARA BOTTLE WASHER MFG. CO. 


225 First Street 


. Ask any satisfied Niagera 


Toledo 5, Ohio 





GALLON JUGS?... 


This NIAGARA washer will handle any size up to 
5-gal. . . . And do @ perfect washing job, too! 





hued by Carbonte Bienes nser, ‘toe., Canfield, Ohio, 
will be handled by Aidmon Bottle & Supply Co., 
Inc., Brooklyn 9, N. Y., according to an announce- 
ment by Max Aidmon, president of the supply house. 

The new line of carbonators is reported to incor- 
porate an entirely new patented jet recirculation 
principle, 


Nappe-Smith Appoints Representatives 
The appointment of a nation-wide sales repre- 
established 
York, dis- 
insulated 
Piker, 


sentatives organization for the newly 
Sales New 
Thermo-Keep line of 
Myron 


Nappe-Smith Corporation, 
tributors of the 
products, has been announced by 
president. 

New York State will be covered by: Fenton Sales 
New York City; Thomas J. Hory, Buf- 
falo; Zeusler Associates, Inc., Rochester. 

The Eastern Representatives are: Milo, Inc., 
Philadelphia and Louis Y. Perkins, Boston. 

The West Coast Representatives are: Henry A. 
Lauer Co., Los Angeles and San Francisco, Cali- 
fornia; and Ted Mack, Portland, 

The Southern Representatives include: Louis J. 
Fortier Co., New Orleans, La.; The McDonough 
Company, Jacksonville, Fla. and S & S Sales, 
Dallas, Texas. 

The remainder of the country will be serviced by: 
Medill Sales Co., Denver, Colo.; John R. Moore, 
Cincinnati, Ohio, and Moses Brothers, Chicago, IIl. 


Company, 


Oregon. 





90 YEARS OF EXPERIENCE & CONTINUING SERVICE 


ME. BERGHAUSEN CHEMICAL... 


4538 W. MITCHELL AVENUE 


) 











Unique bottle stopper manufactured by Michael Stewart 
Mfg. Co., Cincinnati, Ohio, is guaranteed to keep car- 
bonation locked in bottle for an unlimited period. Of 
combination plastic and aluminum construction, bottle 
stopper has provision for brand name identification. 


/ 
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WRITE, WIRE 
OR PHONE 
TODAY! 


DAD'S 
ROOT BEER CO. 


2600 W. Talman Ave. 
Chicago 18, IN. 


























MUNDET CROWNS 
for 


THE CROWNING PERFORMANCE 


MUNDET CORK CORPORATION 


7101 Tonnelle Ave. 
North Bergen, N. J. 
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STARR, 


DE MARK REG) 
STATIONARY 


bottles and contents. 
Prevent danger to 
“ithe public. 

- Have long life. 


HOW IT WORKS 





The World’s 
Best 


BOTTLE 
OPENERS 


Eliminate loss of 


Brown Manufacturing Co., Inc. 
NEWPORT NEWS, VA. 








SPECIAL - 


ANNOUNCEMENTS — 

















SCHOOL 
WILL SELL YOUR BEVERAGES! 


SHARP & CO. Inc., 320: oax crove-oattas 4, Texas 











First in FLAVOR! | 
A-1 COLA BASE CONCENTRATE 
“The Cola of Superior Flavor” 


write for free samples to 


CLOISTER LABORATORIES, INC. 
612 No. Orleans Street Chicago 10, Ill. 





FOR SALE 
12-Spout Red Diamond Filler. 
8-Wide, 2-Comp., Single-End Split to Quarts 
. « « 2 Liquid Auto-Rotary Labelers ... 1 
Oslund Rotary Labeler ... Syrup Filter... 
Sand Filter ... Paper Disc Filter. 

We Build Bottle Conveyors to Your Specifications. 


MICELI EQUIPMENT CORP. 
2038 Bergen St. Brooklyn 33, N. Y. 


' 








Sell 





WITH 





BEVERAGE 








CLASSIFIED 


ADVERTISING 








CLASSIFIED 
ADVERTISING 








RATES AND GENERAL 
INFORMATION 


e For sale, Exchange and Wanted 
Advertisements are available at the 
following rates: 25 words, $1.50 each 
insertion; 6c for each additional word. 
Address of box number is not included 
in word count. A number, or group of 
numbers is considered as one word. 


e Orders for classified advertising 
must be accompanied by payment. 


e Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 
services are not acceptable. The Edi- 
tors reserve the right to change or 
reject any advertisement submitted 
for these columns. 

e In answering advertisements, please 
take notice that letters must be sent 
to the box number, initials, name or 
address, given by advertisers. 


@ Please Note!—The N. B. G. assumes 
no responsibility for condition or de- 
scription of items listed in this section. 
All information is furnished by the 
advertisers. 

















RE.... 
QuiKold 


COOLERS 


STANDARD OF QUALITY FOR 
OVER 26 YEARS ! 


ICE AND ELECTRIC—MODELS 
TYPES AND SIZES FOR EVERY NEED! 


S.&S. PRODUCTS, INC. « Lima; Ohio 
























... for those who want the BEST in Flavor 
and in Name—plus the sales appealing 
slogan ‘'CALIFRUIT from CALIFORNIA” 


FLAVOR MADE RIGHT WHERE THE ORANGES GROW 
CITRUS JUICE & FLAVOR CO., LTD. 


Fine Citrus Flavors Since 1929 


ORANGE, CALIFORNIA—Write for information 





FOR SALE 


Business Opportunities, Bottling Establishments 

FOR SALE.—7 Up bottling plant in Virginia, 
population 80,000 plus a large resort business; 
assets in good condition; will sell for $25,000.00; 
fifty per cent down and will finance balance; P. O. 
BOX 5244, Charlotte, N. C.—12.-1. 


FOR SALE.—Money making bottling plant 70 


miles from New York City; franchise for a com 
plete line of famous beverages, up to date 130 
c.p.h.; automatic machinery 5 trucks $46,500.00; 


terms, building optional—BOX No. X.X. 959 
11,-2 


FOR SALE.—Completely modern bottling plant, 


including three leading franchises, including flav 


ors; prices $1.20 for 7 oz. and 8 oz.; $1.40 for 
12 oz.; sixiy cents deposit; all modern equipment ; 
five trucks covering four counties in the central 
part of Wisconsin; selling due to illness; located 
in brick building on highway within city limits; 
will sell or rent building; write only if interested 
for further information; BOX No, Y.C. 965 
11,-2, 








FOR SALE 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 


FOR SALE,.—2 all steel A-frame beverage truck 
bodies, 250 case capacity; excellent condition; 
priced for quick sale; PEPSI-COLA BOTTLING 
CO., Mansfield, Ohio.—12.-1 








_ SPECIAL 
ANNOUNCEMENTS 


FOR SA! £©.—F.O.B. Brooklyn, New York; 3 
bottling units, all operating; No. 1, 1 Cem 40 1938 


new crown column, new Reeves drive; 1 Meyer 
Dumore washer, 4 compartments, 12 wide, quarts, 
pints, nips, 1988; 1 Cem saturator, type B, 1,000 
gallons 1 Cem mixer, accumulating table, con 
veyor; No. 2, 1 Cem 40, 1948; 1 Meyer Dumore 
washer, 4 compartments, 12 wide, nips, 1939; 1 
Cem saturator, type B, 1,000 gallons; 1 Cem 
mixer, conveyer; No. 8, 1 Meyer Dumore pre 
mix, 24 spout, model HP-860, 1942; 1 Meyer 


Dumore washer, 12 wide, 4 compartment, model 
412%, splits, 1942; 1 Mojonnier Carbo-Cooler, 
model 102, 14 ton, 5 x 5 compressor, two speeds; 
1 air compressor, Worthington, serial no. 50902, 
200 Ibs. 5 hp motor; Deaireator unit, Syn- 
crometer unit, cloth water filter; BOX No. Y.Z 
962 





1301 Grana St. 


DECEMBER SPECIALS!!! 


5,000 cs. 30/7 oz. FLT. ACL ''MR. GRAPE'' 
5,000 half-depth cases 10-oz. ACL ‘'FRISCO" 
8,000 ctns. 24/7 oz., new fit., stippled, one-way. 
200 gr. 7-oz. ''Zimba Kola'’, 8'' ht. 
350 gr. 7-oz. new plain ""GRAPETTE'’ style 
2,500 gr. 7-oz. amber plain bottles. 
20,000 ctns. 24/8 oz. eg. sodas, 7'/2"" ht. 
700 gr. amber 9 oz. itd. ""REDTOP'', 91/2"' ht. 


700 gr. fit. 10 oz. ACL ''Richardson'' Root Beer. 


35,000 ctns. 24/12 oz. new fit. one-way bottles. 
100 gr. 28 oz. ACL sodas, 11'/2°" ht. 


5,000 full-depth cs. 28 oz. sodas, 1134"' ht. 
150 gr. 32 oz. ACL seas. 


1. BASKOWITZ BOTTLE CO., INC. 
Brooklyn 11, N. Y. 














Get in the Spirit! —— 


BOTTLE "'76"' — AMERICA'S QUALITY 
LEMON-LIME. FAVORITE. WRITE 
FOR COMPLETE DETAILS 





National Bottlers’ Gazette 
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WE'RE BUYING GOOD 
USED EQUIPMENT 


We are in the market for good, late 
model bottle washers, Cem fillers and 
saturators, automatic labelers and 
syrup room equipment. 


We pay highest cash prices for good, 
late model equipment. Give complete 
description in first letter. 


Remember, we are always interested 
in “trade deals." We have the largest 
stock of bottle washers, fillers, label- 
ers, etc. Tell us what you need. 





Seruing Amcutan Industry for over 4O Years 











WANTED! — A TOP-NOTCH 
SOFT DRINK CHEMIST 


Our company is in immediate need of an experi- 
enced, qualified soft drink chemist, capable of 
instituting and executing a thorough quality control 
program for a growing franchise. He must be 
capable of handling laboratory experiments for 
the maintenance of the present line of quality 
flavors and the development of new ones. 


This man should be prepared to live in the South 
and be willing to travel. 


We are prepared to pay such a man a salary 
commensurate with his abilities. 


All applications should be addressed to: 
BOX 2626 


c/o National Bottiers' Gazette 
9 E. 35th St. New York 16, N. Y. 














BRING YOUR BOXES 
BACK ALIVE! 


Reinforce your old and weak beverage 
cases with galvanized Rolled-Edge Box Strap- 
wide; in rolls from 60 to 80 pounds. 


ping, */" 
Order today! 
S. ERVIN DIEHL, JR. 


1300 N. Front St. 





December, 1954 


CLASSIFIED 
ADVERTISING 











ATTENTION OF DISTRICT SALES 
REPRESENTATIVES 


LOOKING TO MAKE A CHANGE? 


If so, you may have in the next season and in 
many more to follow a great interest in obtain- 
ing sales’ rights on protected territories to sell 
AMERICA'S FINEST AND MOST COMPLETE 
LINE of electric beverage coolers. 

If you are the high type of sales representative 
that can completely handle a sales territory— 
contact us for early possible interview. 


Write fully to:— 
; BOX 3500 
c/o National Bottlers' Gazette 
9 East 35th St., N. Y. C. 16, N. Y. 























Philadelphia 22, Pa. | 






FOR SALE.—Oslund semi automatic labeler, 
body neck and foil, on splits, 12 oz. and quarts; 
WHITTLE & MUTCH, INC., 176 W. York St., 
Philadelphia, Pa 12.-1. 





FOR SALE—1 4 compartment 12-wide Meyer 
washer in good operating condition; 1 40 spout 
Liquid filler; both of these units ran steadily, until 
December 3lst at which time they were taken out 


for a larger equipment installation; GOLDEN 
AGE BEVERAGE CO., 600 E. Exchange St., 
Akron, Ohio.—1.-tf. 





FOR SALE.—Taylor case unloader, brand new, 
in original crate; no reasonable offer refused; 
9 


BOX No. Y.B. 963.—11.-2. 


FOR SALE.—1,000 cases flint 30 oz., capacity, 
30 oz. weight 3% in. x 11 in. bottles in half depth 
shells, blown letters $1.00; 400 additional shells 


half new 35c; 
new condition 
10 oz. private a.c.l. 
sale or offer; Ch 
BOTTLING CO., 
Missouri 12.-1 


700 full depth seltzer shells, good to 
12 pocket 4 in. x 4, 50c; 300 cases 
5Oc; all items subject to prior 
1-6527; f.o.b. BREIMEYER 
1940 N. 9th St., St. Louis, 


A complete bottling unit consist 
ing of the following; Red Diamond 24 spout filler, 
Serial #191; Lifetime Magic carbonator, Serial 

STOHST 5hOO gal. per hour capacity; Red Dia- 
mond Superkleen 8 wide soaker, Serial #LS39-585, 
for pints or quarts; Red Diamond 15 head bever- 


FOR SALE. 


age mixer: Miller Hydro case and carton packer, 
Model C, Serial #PC-137; Temprite water cooler 
and Temprite syrup cooler; 10 hp Carrier com 
ressor; 2 International 30 11 sand and hydro 
darco filters; any reasonable offer will be ac 
cepted; reason for selling, installing a larger unit 
all ac can be seen in operation ; PEPSI 


all ma 
COLA 1215 Moosic St., Scran 
¢ , 


on 


nines 
BOTTLING CO 
2.4 


FOR SALE.—Approximately 20,000 gross good 
used 7 oz. flint Miller Hi Life style bottles at bar 
gain price; BOX # Y. F. 968—12.-1. 


bottling line now in 


FOR SALE.—Complete 


operation and in good repair; will be available in 


Tanuary 1955, when larger equipment will be in 
stalled; consists of single end Heil washer 12 wide 
splits to quarts, Model KHQ-12 Serial #917; 
Liquid 32 spout 1. p. filler splits to quarts, Serial 
H2H01; Liquid Lifetime carbonat Serial 
#570529; Liquid 15 head mixer, Serial #197 


Liquid 8 head crowner, Serial #525; Worthington 


uir compressor, size 4% x5; General Ref. Cory 
compressor, 15 ton, Freon, Model #5102; Worth- 
ington compressor 7% W 7! Model #3454 and 
Temprite industrial water cooler, Model #F-600 
W; make an offer; PEPSI-COLA BOTTLING 


CO., Cedar Rapids, Iowa.—12.-1 








CLASSIFIED 
ADVERTISING 





FOR SALE.—One U. S. Bottlers 


model G-164 pasturized beverage filling outfit com 


plete with Taylor controls, conveyor, stands, con- 
Price $4,- 
230.00; SEVEN UP BOTTLING CO., Syracuse, 


veyor motor drive, and steam hoods; 


N. Y.—12.-1. 


FOR SALE.-—1 Meyer Dumore 12 wide 4 com 
partmeiut bottle wasker for pint bottles; 1 Meyer 
Dumore 12 wide 5 compartment bottle washer for 
pint bottles; 1 Meyer Dumore 12 wide 4 compart- 
ment bottle washer up to quart bottles; 1 Cem 
40 filler and crowner; 1 1,000 gal. Cem saturator; 
all machines can be seen in operation; MILLER 
BECKER COMPANY, 6411 Central Ave., Cleve- 
land 4, Ohio,—12.-2, 


FOR SALE. M & S 10 spout filler and 
crowner set up for 7 oz. Bireley bottle, Wallace 
Walker pasteurizer, pumps, storage tanks, con- 
veyor; LOEB EQUIPMENT SUPPLY CO., 824 
West Superior St., Chicago 22, Ill.—12.-1. 


FOR SALE.-—Quantity of 32 oz. Clicquot style 
amber full quart bottles in wooden cases; no 
name on either bottles or cases; will consider 


BOX # Y. G. 969—12.-2. 


ofier ; 


FOR SALE.—For immediate delivery; 1 Lh. 
Liquid 15 head mixer, 1 r.h. Liquid 15 head mixer; 
bought new in 1948 for 7 oz., 12 oz., and 82 oz., 
bottles, in very good condition; GOLD MEDAL 
BEVERAGE CO., 553 North Fairview Ave., St 
Paul 4, Minn 12.-1. 


FOR SALE.—1953 12 ft. Herman pallet body 
with roof and partitioned to hold 4, 3’ x 4’ skids, 
plus empty space for two rows each side; capacity 


excellent condi- 
BOTTLING CO., 
1, 


Reading, Pa 12 


160 cases, plus 
tion $650.00: 
1800 Centre 


12 wheel pocket; 
PEPSI-COLA 


Avenue 


FOR SALE. Beverage 
equipment, warehouses, 
$0,000.00 approximately 
ION HUBLIT, P. O. 


tista, Calif 12. 


distributing business, 
residence; gross income 
; price $32,500.00; MAR 
Box 296, San Juan Bau- 


FOR SALE.—Jumbo 7 head crowner, model E. 
—PERRY EQUIPMENT CORP., 1419 N. 6th 
St., Phila., 22, Pa.—9.-t.f. 








HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmen 


HELP WANTED. — Representatives wanted: 
‘idest exclusive portable cooler manufacturer now 
selling direct to ll release products to 


bottlers will 
reliable, established representatives; products rec- 


f ed as highest quality, already established and 
well known; territories assigned on protected basis 
with straight commission paid; right men can 
ubstantially increase income; write fully, stating 
lines handled, experience and present territory ; 
BOX # Y. H. 970.—12.-2 

HELP WANTED I ] ur 
needs top flight ilesman to wor ottler in 
New York, New Jersey and Pent ; libera 
salary. expense - ut f BOX N 
Y.M TD 12.-2 

HELP WANTED.—Salesmen wanted; old es- 
tablished flavor house wants men; will consider 


side line or full time.—S. F., BOX 809.—7.-tf. 


now calling 
ract; proven 
1. 


HELP WANTED.—Representati\ 
mn bottling plant ll Root 


den 1d 


land, wri 





te: BOX N 


machinery 


















AIDMON 


GBortLERS' 



































































Headquarters for 


Bottlers’ 
Equipment 


YEAR-END SPECIALS: 


Washers: 


20 Wide 6 comp. Meyer Pint 
16 Wide 5 comp. Meyer F int 
16 wide 6 comp. Liquid qt. 
12 Wide 5 comp. Meyer at. 
12 Wide quart Heil 

8 Wide) & L 

6 WideD& L 

5 Wide Liquid Universal 


Fillers: 


40 spout Meyer Pre-Mix 

40 spout Meyer Low Pressure 
40 spout Cem 

40 spout Liquid 

34 spout Meyer High Pressure 
28 spout Cem 

24 spout Liquid Red Diamond 
12 spout Liquid Red Diamond 
Automatic Dixie 


World Labelers 
12 head Cem Mixer 
20 Ton Kol-Flo Cooler 

5 Ton York Coolers 

3 Ton Frigidaire Cooler 
These units are available at 
Terrific Savings 


WE'LL BUY, SELL OR EXCHANGE 
WRITE OR WIRE 


AIDMON 


BOTTLE & SUPPLY CO., INC. 


7615 Third Ave., Brooklyn 9, N. Y. 
BEachview 8-3450 
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HELP WANTED. — Old established concern 
has opening for sales manager with successful 
record in opening and handling franchised bot- 
tlers; state age, experience and approximate sal- 
ary; all applications held confidential; BOX No 

R. 953.—10.-3. 





HELP WANTED.—An aggressive sales super- 
visor to take over sales organizacion for a five truck 
operation; wages would also include percentage of 
the profits of the plant; plant showing 25% in- 
crease this year over last ; man must be sober 
and willing to work with a future in mind; BOX 
No. Y.E. 967.—11.- 











WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, Helpers 





POSITION WANTED.—Young man, unusual 
background with bottling experience desires posi- 
tion and agreement with established national — 
chise plant to learn business and territory to 
eventually purchase fully or have controlling in- 
terest; prefer east or south but will consider any 
aggressive location. BOX No. W. K. 921.—7.-3. 





POSITION WANTED.—General or sales man- 
ager; have 25 years experience in the bottling 
business; 15 years as sales manager, 10 years as 
general manager; would also consider position 
with a supplier to the beverage industry; write; 

OX No. X. B. 987.—8.-2. 


POSITION WANTED. —Sales manager, mana- 
ger or beverage base salesman; 25 years experience 
as sales manager, manager ,top cola franchises 
and Nesbitt Orange; excellent methods of mer- 
aes: $5,000.00 up; BOX No. X. F. 941. 
—8.-1. 


POSITION WANTED.—As plant superintend- 
ent in a large bottling plant; over 12 years ex- 
perience in Cem system of bottling ; also experi- 
enced in Meyer Pie-Mix, electric eyes, Standard 
Knapp packers; will locate anywhere; write; 
WILLIAM D. wa 605 W. Maryland St., 
Evansville, Indiana.—8.- 


POSITION WANTED. General manager, 
sales manager; several years experience; parent 
and franchise; good knowledge of large vending 
operations; will consider parent company or sup- 
pliers representative; now in east; BOX No. X. U. 
956.—10.-1. 


POSITION WANTED. — Experienced sales 
executive of proven ability; armed with 20 years 
experience national brewery and soft drink fran- 
chise company with whom presently employed; 
equipped for training bottler personnel in produc- 
tion, distribution, advertising, merchandising and 
management; BOX No. X. V. 957.—10.-1. 








WANTED TO BUY 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 





conveyor, un 


WANTED TO BUY. — filler, 


scrambler, and rinser; WHISTLE BOTTLING 
CO., Peru, Ill.—12.-1. 

WANTED TO BUY.—-One 32 spout low pres 
sure Liquid filler; EMBOTELLADORA DE 
TAMPICO, S. A., 


Apartado P. O. Box 228, 
el, 


Tampico, Tamps., Mexico.—12 


WANTED TO BUY.—Enpty cotton sugar bags 
wanted, any quantity and from any place, Canada 
or U. S., advise price wi anted; TRANS-CANADA 
PRODUCTS REG’D., 1297 4th Avenue, Quebec, 
Canada.—11.-1. 





— SPECIAL 


ANNOUNCEMENTS 








BOTTLE SPECIALS! 


20,000 cases Plain flint 12 ownce cap. Miller Hi Life 
shape botties. 10/2 ounce weight and packed 
24 to a paper fibre board oe gl 
4,000 cases Plain flint 12 ounce oy — 
shape bottles. 12 ounce B oases packed aa°te 
@ paper fibre board carton. 

15,000 cases plain amber 7 ounce cap. steinie shape 
bottles. 10 ounce weight packed 24 to a paper 
fibre board carton. 

1,250 gr. 62 ounce emerald green beverage bottles 
small initici on neck packed in paper crate 
service cartons. 


The above botties are priced very reasonable. 
Sampies on request. 


SIGNER BOTTLE SUPPLY COMPANY 
Wilstach & Dalton Ave., Cincinnati 14, Ohio 

















WE WANT TO BUY 


Surplus Botties, Boxes, Partitions. 


WE HAVE SURPLUS FOR SALE 


Contact us for Samples & Prices. 


PENN BOTTLE & SUPPLY CO. 


5619 Cherry Street Phila. 39, Pa. 








WE BUY—SELL & EXCHANGE 
BOTTLES ... CASES 


Any type... . large & small Quantities. "An 
exchange can be arranged"—contact 
S. M.. AIDMAN, Sales Mgr. 


STATE BOTTLE COMPANY 


6201 Scovill Ave. Cleveland 4, Ohio 
HEnderson 1-7177 








ALWAYS BUYING 


Seda Water Tanks —Bilock Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 





National Bottlers’ Gazette 





ar 
du 


in 


Re 
ab 
pa 
is 


he 


ha 
is 

pe 
br; 
cal 
pre 
no 
tan 
aln 
is r 
anc 
of. 


wilt 


S 
av 
for 
ad 
the 
at ar 
me”’ 
wou 
desi 
expl 
publ 











Talk of the Trade 


(Continued from inside front cover) 





open from both sides, refrigerators which defrost 
themselves and evaporate the waste water, re- 
frigerators with many novel applications. It has 
been the home refrigerator, and before it the 
home ice box, which helped make possible the 
increased use of soft drinks in the home. We 
would hate to see the refrigerator become a 
direct competitor for the bottled soft drink, but 
the possibility does exist. There are models now 
on the drawing board which will incorporate a 
tank of flavored syrup, equipped with a mixing 
faucet on the outside of the box, making the 
ordinary housewife into her own soda jerker. 
Recently a Brooklyn New York man obtainéd a 
patent for a small unit which hooks up with a 
water tap, a gas burner, and the refrigerator. 
It’s supposed to make its own carbon dioxide, 
and saturate the water with it, thereby pro- 
ducing seltzer. The inventor says it could be 


incorporated into home refrigerators. 


Dr. Henry B. Hass, President of the Sugar 
Research Foundation, had something to say 
about calories in a recent speech before news- 
paper food editors in New York. *“*The calorie 
is simply a measure of energy,” he said, “the 
heat of combustion of fuel or the energy of 
a food expressed as heat units. Yet ‘calorie’ 
has somehow become equated with ‘fat’? and 
is a bad word, while energy is just what 
people want. So now we have sugar people 
bragging that a teaspoonful contains only 18 
calories. We have several brewing companies 
proudly proclaiming that their beer contains 
no sugar or no starch. This might be impor- 
tant, except that the calories in beer are 
almost entirely in the alcohol. A beer which 
is really low in calories must be low in alcohol 
and high in water. If anybody wants that kind 
of beer you can get it by mixing regular beer 


with water from the faucet.” 


Speaking of the low calorie foods and drinks 
a writer for “Tide” magazine offers this idea 
for a gimmick put out a lapel button which 
a dieter could wear which would announce to 
the world in general and to the hostess that 
“IT am trying to taper off, please don’t tempt 
me’’. The idea is further advanced that the crown 
would make a neat and natural campaign button 
design. We like it it would of saved us a lot of 
explaining on several recent occasions, both 


public and private! 


there’s a powerful sales plus in 


® Give your soft drinks health appeal... an 
outstanding sales plus for any food prod- 
uct today. And the cost? Just a fraction of 
a cent per bottle. That’s all it takes to add 
Pfizer vitamins in ample quantities. 

Look to Pfizer for the help you need tocap- 
ture your share of the ever-growing market 
of adults and children who are vitamin con- 





scious in their choice of beverages. With 
Pfizer you have the benefit of laboratory 
data and working experience in food and 
beverage fortification—experience gathered 
during more than 18 years of prominence 
in vitamin manufacturing. 


For further information on how to for- 
tify your soft drinks, write: 


CHAS. PFIZER & CO., INC. 
CHEMICAL SALES DIVISION 


630 Flushing Ave., Brooklyn 6, N. Y. 
Branch Offices: Chicago, IIl.; San Francisco, Calif.; 
Vernon, Calif.; Atlanta, Ga. 


Pioneer and Leading Manufacturer of Vitamins 
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